No. 3 


sky.. 6 


NDISING 


Merchandising 


Business 


HE February figures reported 

by manufacturers and associa- 

tions show about the same sit- 
uation as in January. There is a 
tremendous gain in production. For 
the two months, January and Feb- 
ruary, refrigerators are up 39.41 per 
cent. Washers for February are 41.10 
per cent of 1938; ranges for February 
are up 19.58 per cent and 34.05 per 
cent for January and February. Iron- 
ers alone of all the major appliances 
have lost ground. For the two months 
of 1939 ironers are 17.97 per cent be- 
low January and February of last year. 

Stating totals in units instead of in 
percentages, there were 98,000 more 
refrigerators shipped in the first two 
months of 1939 than in the first two 
months of 1938; 70,000 more electric 
washers; 14,000 more ranges. 

Indications are that much of this 
large volume has been for replacement 
of inventory. Retail sales, according 
to all available indications have not 
been higher than a year ago. The De- 
partment of Commerce report of ap- 
pliance sales by independent dealers 
shows a fractional reduction from 
sales of a year ago. 

A number of manufacturers report 
that business during the last two weeks 
of March began to fall off. On the 
other hand, reports from a number of 
retail outlets show that in that same 
last two weeks in March the retail 
movement began to improve. April, 
therefore, will be a crucial month in 
the first half of 1939. Retail sales 
ought to show a definite improvement. 
Such an improvement is likely to come 
from the important utility and coopera- 
tive campaigns which are now getting 
under way. 

The performance of retail sales of 
appliances in the first quarter of this 
year follows the general retail picture. 
Although indices of general business 
are still 20 per cent above a year ago, 
retail business as a whole has con- 
sistently held at about 1938 levels. 
Electrical appliance retail sales will 
exceed the general average of other 
retail business only by exceptional ef- 
fort on the part of utilities and appli- 
ance dealers. 


Models 


FACT to be noticed in the manu- 

facturers’ reports is that the pro- 
portion of 6 cu. ft. refrigerators has 
shown a ten per cent increase over the 
first two months of 1938. In 1939, 
54.28 per cent of the total refrigerators 
shipped were of the 6 cu. ft. size. This 
contrasts with 44.24 per cent of the 
total a year ago. The 6 cu. ft. model 
has become the standard size and 
therefore the size on which the great- 
est merchandising effort is being ex- 
panded. Replacement campaigns in 
many‘cases are emphasizing this mat- 
ter of size, and many families are re- 
placing their small, inadequate refrig- 
erators with the 6 ft. boxes. 

An analysis of washer shipments 
shows a disconcerting decrease in the 
sale of washers in the $70 and over 
price classification. A year ago this 
classification accounted for 37.49 per 
cent of the total business. For the first 
two months of 1939 it accounted for 
only 25.99 per cent of the business. 
Unit sales in both years were about the 
same—56,676 for 1938 and 57,530 for 
1939, 

Sales increases are in the lower 
priced classifications. The largest in- 
crease is in the classification of $50 to 
$69.99, where the proportion moved up 
from 44.66 to 49.83 per cent. Unit 
figures are more instructive than per- 
centage—units in this $50 to $70 classi- 
fication totalled 67,511 in January and 
February, 1938, and 110,328 in the 
first two months of 1939. This class 
is responsible for the bulk of the 
washer volume so far this year, and is 
evidently where the greatest effort is 
being put forward by the trade. (Total 
figures on page 42.) 


Provide for Laundry 


T the meeting of the Sales Com- 

mittee of the Edison Electric In- 
stitute in Chicago last month the 
emphasis on new housing and its op- 
portunities was significant. “There 
are 1,000 new houses being built every 
day this year,” was the dramatic state- 
ment of Carl Snyder of the General 
Electric Company. For some reason 
or other it visualizes the situation 
more clearly to put it at 1,000 houses 
a day, than it does to say that there 


Month 


are nearly 409,000 houses being built 
this year. But, however you express 
it, this market demands close attention 
and intelligent promotion if the elec- 
trical trade is going to reap a substan- 
tial benefit from it. 

Adequate wiring for these houses, 
of course. And wiring promotion is 
fairly well in hand. What the trade 
needs to work on is to get enough 
space provided in these houses for the 
convenient use of domestic appliances. 

Kitchens are getting reasonably 
good attention through the efforts of 
the Modern Kitchen Bureau. But it 
is disturbing in going over plans for 
small houses to find that little or no 
provision is being made for home 
laundry equipment. Too often there 
is no space at all for the use of washer 
and ironer. 

A large number of low cost houses 
are being built without basements. 
Utility rooms in many of them are 
merely heater rooms, even when they 
exist at all. The laundry, therefore, 
must be done in the kitchen, and in 
many plans the kitchen space is less 
than needed for minimum kitchen re- 
quirements. Unless builders of low 
cost housing realize that home laundry 
is an essential part of modern house- 
keeping, our laundry equipment trade 
is going to find itself handicapped. 

At this same meeting of the Edison 
Electric Institute, J. M. Follin, Chief, 
Federal Home Building Service Sec- 
tion, stated that more than 50 per cent 
of all homes now being built are cus- 
tom made for the owner. This applies 
to lower cost dwellings as well as to 
those in higher priced brackets. These 
families building their own homes may 
possibly provide space for their home 
laundry. The trade, however, cannot 
safely depend on the owner or the 
builder to make a suitable provision. 
Some effort in the way of individual 
and collective education on the im- 
portance of providing for the home 
laundry should be undertaken with 
home builders, operative, speculative 
and individual. 
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She Likes Her General Electric Rlvigweter— Hem She Wants a 


General Electric Sin 


@ Yesterday she passed the store of the dealer who sold her a General 
Electric Refrigerator. In the window was a beautiful new G-E Electric 
Sink, with its spellbinding message—‘Stop Saving Garbage! —Stop 
Washing Dishes!” From that moment on her old kitchen sink was 
definitely on the way OUT. To make a short story shorter— 


The G-E Electric Sink is wanted by housewives in your community. 

No modern electric kitchen is complete without one. It’s clean, profit- 

able business for you—no trade-ins, no price cutting competition. It’s 

your next BIG sales opportunity—a real step forward to permanency 

in the electrical appliance business. See your General Electric Dis- 

tributor NOW! General Electric Company, Specialty Appliance 
Division, Nela Park, Cleveland, Ohio. 


KITCHEN CABINET NEWS: | 


1 Electric annouv 
yr Kitchen Storage Appliances @ 
prices! Flexible 
Beautifully 


inexpensive to install. 
venience features and ac 


“stable sliding 
‘ve with G-E.-- Adjusta 
of steel wire — refrigerator 


} 


interior 
Automatic 
4 Get 


lighting. Roller 


bearing gawet 


Concealed spring 
slides. Interchange- 
(te 
: 


action hinges- 
able drawers. An 
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ENERAL(? ELE CTRIC 


Two time-tested G-E applianc 
combined into one beautiful uni 
that replaces the old kitchen sink! 


G-E DISPOSALL. Ends messy 


accumulation of garbage by disposing 
of food wastes right at the sink. Down the 
drain they go and into the Disposal! where 
they are reduced to a pulp and flushed 
away like water. 


G-E DISHWASHER. 


the entire dishwashing job quicker and 
better than it can be done by hand—and 
the operating cost is about a penny a day! 


3-Way Profit Opportunity! 
The General Electric Dishwasher and 
General Electric Disposall units of the 
G-E Electric Sink may be sold separately, 
giving you a 3-way opportunity for profits. 
See G-E “House of Magic” at both World Fairs 
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JAN DISING 


Crowds Follow 


THE LEADER 


- +. the New Economy 
Maytag 


The low-priced model that creates steady 
_ Store traffic—-britigs in that “other million” 
who have always wanted a genuine Maytag 
—gives you an Opportunity to reach many 
more prospects for the profitable and pop- 


famous square fib Maytag washer 
aid ironers, feo, 


Yes, below is the tag 
thet makes the 
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A blue-book of trade-in allowances and 


a central plant for re-conditioning 


used refrigerators are helping Philadel- 


phia dealers make money on trade-ins 


By Laurence Wray 


LECTRICAL dealers are either 
breaking even or making money 
on their refrigerator trade-ins 

these days—in Philadelphia. They 
have a new plan there now which is 


- 
re 
4 ra 
4 
a 


- Here is a 1929 vintage refrigerator, 
completely reconditioned, and back on the 
floor of the dealer's store. Tait M. Robert- 
son, the dealer displays the red tag which 
certifies its rebuilding and guarantee. 
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REFRIGERATION 


designed to take the hit-or-miss angle 
out of this necessary evil in the busi- 
ness. 

There have always been two head- 
aches to this trade-in allowance busi- 
ness: where saturation is over the 50 
per cent mark and competition for 
new business is keen, the dealer gives 
away a sizable hunk of his profit on 
allowances for old boxes; and once he 
has the old boxes on his floor, it’s a 
problem to know whether to spend any 
money putting them in shape for re- 
sale or let the junk-man cart them 
away for next to nothing. 

The new plan, adopted under the 
auspices of the Electrical Association 
of Philadelphia, is an aspirin for each 
of these headaches. In the first place, 
a blue-book rating on traded-in re- 
frigerator allowances has been adopted 
and where that is not being used, dis- 
tributors are recommending a flat 10 
per cent allowance on the old box, 
based on the price paid for the new. 
In the second place, a plant devoted 
entirely to the re-building and re-con- 
ditioning of used refrigerators has 
been put in operation and dealers are 
given the choice of selling their trade- 
ins outright at half the blue-book rat- 
ing or spending $20 for having the old 
jalopy re-built throughout so that it 
will command a decent price on a re- 
sale. 

That’s the bare outline of a plan 
which, in its blue-book rating phase 
at least, is already being adopted in 
Pittsburgh and Cincinnati, too. In 
Philadeiphia, where the re-condition- 
ing plant has only been in operation 
since late last October, over 100 deal- 
ers have signed contracts to dispose 
of their trade-ins via the blue-book 
and re-conditioning plant route. There 
are about 350 dealers in Philadelphia 
and adjacent territory and, with more 


embracing the plan every month, it is 
not hard to see a surprising number 
have already found it the answer to 
their trade-in problem. 

The plan got its start via the com- 
pilation of the blue-book itseli—more 
properly known as the “National Mar- 
ket Index of Trade-In Values for Used 
Refrigerators”. It was compiled by 
Herman Hantober, a researcher with 


_ some years of experience in apprais- 


ing used merchandise values. The 
book is devoted exclusively to house- 
hold model refrigerators and contains 
a listing, with pictures, of trade-in 
values of 1,392 refrigerators, manu- 
factured by 37 companies, and cover- 
ing models produced during the period 
from 1928 to 1937 inclusive. The sec- 
ond edition of the blue-book has been 
published recently and, in the third 
edition, to be published next year, it 
is planned to extend the year-models 
back even beyond 1929. Chief value 
of the book, of course, is that the 
relatively low market values for used 
refrigerators quoted, are an effective 
antidote to the customer who may 
have inflated notions as to the value of 
the old box needing replacement. 
When the Electrical Association of 
Philadelphia decided to urge the 
adoption of the blue-book on their 
member distributor and dealers, it was 
felt then that only half the problem 
had been licked. Under the leadership 
of Mr. Hantober, therefore, the Asso- 
ciated Refrigerator Plant, Inc., a cen- 
tral clearing house for all used re- 
frigerators in the area, was formed. 
At the time of writing they were re- 
building and re-conditioning about 75 
refrigerators of all makes per week 
and had handled between 600 and 700 
boxes since getting started. According 
to Andrew J. Asch, Jr., vice-president 
of the company, they should be doing 
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a volume of around 5,000 used re 
frigerators a year within the nea 
future. The surprising thing abod 
some of the old jalopies that hav 
been finding their way into the plat 
is that only 28 per cent are junked out 
right, with some small salvage of part 
and that the boxes which are final] 
re-built command an average price 
$69.50 on the open market. 


How It Works 


Here’s how the thing pans out 
tween the dealers and the Associate 
Refrigerator Plant, Inc.: 

Before the plant will take any 
the dealer’s refrigerators, an agr 
ment is drawn up between the ts 
parties which binds the plant to !! 
following : 

1. Recondition and refinish for dea 
ers and distributors all one-door 1 
frigerators which are reasonably com 
plete and saleable merchandise for 
fixed price of $20 per refrigerat 
Hermetically sealed units which 4 
burned out will not be recondition 
at the $20 price (but the plant d 
renew sealed units). 

2. Warrant such re-conditioned 1 
frigerator for a 90-day period iq 
date of “start-up”; warranty cover! 
service and parts. 

3. “Start-up” the re-conditioned ! 
frigerator at the home of original p 
chaser. 

4. Give 30 days notice of any chal 
in plan. 


For the dealer’s part, he must ag 
to the following: 

1. Deliver refrigerators to be rea 
ditioned to the plant—including 
accessories. 

2. Abide by the plant’s decisiom 
to whether the refrigerator is a 
plete and saleable job. 
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LEFT . . . One of the re- 

conditioning operations in 

progress. Boxes are com- 

pletely overhauled from 
stem to stern. 


OPPOSITE PAGE ...A 

line of finished used re- 

frigerators which have 

been re-built. The plant 

currently turns out 60-75 

of these a week and they 
sell like hotcakes. 


RIGHT . . . Here's a typ- 

ical used refrigerator as it 

arrives at the plant. About 

28 per cent of them are 

junked with a small salvage 
of parts. 


RIGHT . . . Workman test- 

ing a re-conditioned re- 

frigerator. Standards of 

performance are carefully 

checked before they leave 
the plant. 


LEFT . ..A partial view 
of the Associated Refrig- 
erator Plant floor. Here is 
10,000 square feet of floor 
space, equipped with mod- 
ern machinery for re-con- 
ditioning used refrigerators. 


BELOW ...A line-up of 
used refrigerators which 
have been re-conditioned 
and are awaiting final in- 
spection of compressor. 


3. If it is not (a) accept half the 
refrigerator’s value as specified in the 
current issue of the blue-book (2) 
arrange for a special price covering 
re-conditioning (3) take back the re- 
frigerator. 

4. Call for the refrigerator within 
7 days after notice that it’s ready. 

The re-conditioning service itself is 
a pretty thorough job. It includes re- 
pair and re-conditioning of the me- 
chanical unit; re-finishing interior and 
exterior of the cabinet; and replace- 
ment or re-finishing of the hinges, 
latches, trays, shelves, door gaskets, 
etc. The plant has 10,000 feet of floor 
space and is equipped with all the 
machinery necessary to do a complete 
over-hauling job. Present capacity 
runs about 300 machines a_ week. 
Average cost of re-conditioning is $24 
a box. 

To appreciate how the re-condi- 
tioned refrigerators both look and per- 
form one has only to know that the 
demand for these used boxes is active. 
Dealers who previously spent $5 try- 
ing to tidy up an old trade-in in an 
effort to recover the allowance they 


had made the customer on a new re- 
frigerator, are now cheerfully spend- 
ing the $20 necessary to have it 
thoroughly done over because (1) it 
looks like a brand-new refrigerator 
inside and out, and (2) the three 
months guarantee on parts and per- 
formance—customers can even get a 
year’s guarantee by paying $5—is 
sufficient warranty that they will not 
be harassed by costly service calls 
once it is installed in the home. 

Those refrigerators that the dealer 
does not take back into his store— 
those, in other words, which he did 
not believe justified a $20 expenditure 
and sold outright to the Associated 
Refrigerator Plant—are in turn sold 
by the plant to both dealers and de- 
partment stores for an average of 
$42.50 per unit. These, in turn, are 
re-sold by the dealer or department 
store at an average of $69.50 per unit 
which is even better than the 30 per 
cent mark-up on new machines. 

And there is no lack of customers 
for these used re-conditioned refriger- 
ators. The low-income bracket cus- 

(Continued on page 84) 
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From “fat back” and turnip greens shown here, the pot liquor 
that the late Senator Huey Long raved about, is distilled. 


IKE the Roman god, Janus, who 
could be recognized from two 
different directions, Atlanta, 

Georgia, has its two sides. 

To casual visitors it turns the facet 
of nickel newspapers, 15¢ orange 
drinks, polished Peachtree street. 

But ride in the street cars at 5 p.m. 
and see how 
there are. 


few readers 
Shop along roadsides and 
discover oranges at 75¢ a bushel bag. 
Walk the hardscrabble, unpainted 
back streets and you observe an en- 


newspaper 


tirely different Atlanta. 
An executive can’t kid himself. If 
he is going to plan an intelligent re- 


frigeration campaign, he must know 
the sour with the sweet, the Tobacco 
Road with the Pollyanna. 

Atlanta can point a moral and adorn 
a tale for 
ecutives. 


American refrigeration ex- 
For while the country at 
large is only about 50 per cent satu- 
rated, Atlanta has sold boxes to 65.8 
per cent of its meter owners. A scant 
34.2 per cent remains as virgin proj- 
ects. 
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Here we are skipping the replace- 
ment market story as that is another 
angle. What is interesting about At- 
lanta is the fact that it has gone fur- 
ther toward complete saturation than 
most cities. 

The bumps the refrigeration appli- 
ance people have taken, and the things 
they have learned not to do form a 
valuable for the rest of the 
nation, 

For instance, in 1935, it is estimated 
that 9,760 domestic refrigerators were 
sold. In the same year about 2,938 were 
repossessed—almost 1 in 4! Of course 
the sudden “recession” of 1938 was to 
blame, but there was a moral to the 
occurrence. 

“You must realize that in selling 
the poorer classes—which this 34.2% 
unsaturated group represents,” said 
Fern Snider, Home Service Director, 
Georgia Power Company, “you are 
selling people on the idea of buying 
one thing instead of another. A re- 
frigerator instead of an old car or 
jewelry. They cannot have both. 


lesson 


Foods peculiar to South—At back collards and turnip greens, grits, 
sorghum syrup, black-eyed peas, squash, fat back (sometimes called 
“streaked meat") oleomargarine, hamburger. 


“The soundest argument behind such 
tactics is proof that what you want 
to sell will pay for itself. 

“Second, you are in need of the 
services of a sociologist in planning 


INCOME 
FAMILIES 


Much Home Service Ne 
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LOWER 


your attack. For the lower incom 
groups live differently, act different! 
and think differently than the uppet 

Outstanding in her understandit 
of the problems of Atlanta’s poor? 
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hange Living Habits of South’s Poor 


lasses is Mildred Mitchell, Electrical 
Merchandising was told. Considered 
the outstanding sociologist of the city, 
Mrs. Mitchell consented to paint a 
picture of conditions as they were, 
ind not as they ought to be. 

“The poor in Atlanta are constantly 
in debt, constantly buying on time. 
They would be better off if they did 
not do this. So it must be remem- 
bered that the family purchase of an 
dectric refrigerator is a debit that has 
t0 be weighed against some extrava- 
gance. However, this is how you can 
size up your market: 

1. The upper class poor. These 
families have incomes up to $85 a 
month. Tip off to family income is 
the presence of milk in bottles, eggs 
and fruit. 

“These are evidence they have 
something to refrigerate. The draw- 
back in selling this group is the fact 
that boys and girls marry young and 
the young wives have very little back- 
ground or training. They don’t buy 
because they know few wants—which 
means that home service departments 
have a big job to do. 

“On the other hand an electric re- 


Grits, 
called 


lower incom 


ct different! frigerator reflects great kudos in this 
n the upper. Stoup. Its presence means that the 
inderstandingl Musband is a good provider. It is 
anta’s Something that wives take their 


friends to see. 


ANDISING 


Tip off to a family that can afford a refrigera- 
tor is the presence of milk bottles, eggs and fruit. 


Poor southern 
families sidestep 
milk refrigeration by 
purchasing cans, 
poking tiny hole in 
sterile cans. Milk is 
used before it sours. 


“The lower class poor offer little 
possibilities as a refrigerator market. 


menu of this type of Georgia family: 


Strange as it may seem in this hot Grits 

climate they have nothing to re- Fatback 

frigerate. (O. C. Hubert of Georgia wna 

Power estimates that 15% of the Coften 

meters will never be sold). Women Biscuits and syrup 
of this group run to the delicatessen é 
for each meal. Here is a typical day’s No lunch. 


Hamburger and sorghum syrup are most popular foods. 


And here is what they eat for dinner: 


Turnip greens 
Cornbread 


Black-eyed Peas 


Sweet potatoes 
Potatoes 
Buttermilk 
Coffee. 


A LONG TERM PICTURE 


Refrigeration Pays For Itself: Best Sales Arguments in 1939 


Comparison of Refrigeration Costs over 15-Year Period 


Customer's Name Mrs. John Doe Number in Family 4 
Address: Anytown Georgia 


Cost of Refrigeration with Ice Refrigerator 


Approximate monthly food budget $40.00 
Cost of Refrigeration with Electric Refrigerator 


$'50.00 lectric Refr $14.20 $213.00 
28 . Cost of Electric igerator.... . 
Food spoilage..............- 2.50 30.00 450.00 NO FOOD SPOILAGE..... x x x 
Estimates show 10% of food budget is lost Replacement unit at end of Ten- 
thru spoilage of left-overs when food is not po eae AQ 5.00 75.00 
maintained at temperature below 50 deg.) Two sets of Hinges and Latches .02 .67 10.00 _ 
GRAND TOTAL COST..... $5.78 $69.33 $1,040.00 GRAND TOTAL COST..... $2.87 $34.87 $523.00 
Deduct from Grand Total Cost 
made = 
i n 
$1.00 $19.00 $180.00 
MET TOTAL COST......... $5.78 $69.33 $1,040.00 NET TOTAL COST......... $1.87 $22.87 $343.00 
PerMo. Per Yr. 15 Yrs. 
Grand total cost — Ice Refrigerator $5.78 $69.33 $1,040.00 
Net total cost — Electric Refrigcrator 1.87 22.87 343.00 
Savings from Use of Electric Refrigerator 3.91 46.46 697.00 
PAGE 
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BARNUM BAILEY IDEAS 
FOR SHOWS AND FAIRS 


THE PUBLIC WILL RESPOND IF YOU USE SHOWMANSHIP 


§ Deep display like this permits you to work a prospect to back for private talk, out of the hurly burly of the passing traffic. 


First tip after you get your prospect out of traffic. Offer her 


a chair. 
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Don't keep chairs in sight or you will have them full 
of tired fat ladies. 


12 


glad to send you some. What is the address?” 


APRIL, 


How much better it is to get your prospect inside, get her in- 
terest, then say, “We haven't any literature at the fair. 


I'll be 
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HERE is going to be a fair 

held somewhere near you this 

summer. From twenty-five 
thousand to half a million prospects 
for your appliances will come ow 
from behind their doorbells, goo! 
naturedly jostle one another, eat pea- 
nuts, and be entertained by the hos 
races. 

Here is a chance to contact a lot 
of humanity in the raw—the one 
chance in the year when your pros 
pects come to you. 


If your exhibit doesn’t click, de- r 
clares J. F. Stephens, Jr., sales pro- a 
motion manager of Apex Rotarex 
Corp., a veteran in fair experience P 
don’t blame the fair—charge it to lack @ 
of showmanship, 

First of all, follow these two points 
in choosing your space: R 

1. Keep away from hot dog stands |. 
and too prominent spots. You do not : 


want too much traffic at one time 
Congestion spoils your chances of get- 
ting attention. In choosing a location 
for the washer and ironer display 
these are good and bad locations in 
the Stephens estimation: 

Good: Near women’s toilets, flower 
displays, domestic displays. 

Avoid: Hot dog stands, refresh- 
ment stands, perfume counters, pen 
and pencil displays, potato peeler dis- 
plays, barkers. 

2. Pick the right shaped booth. The 
usual 10’ x 10’ size is too small. It 
is inadequate if you expect to have 
more than one prospect in your booth 
at one time. In renting additional 
space, add first to the depth of your 
booth rather than to the frontage 
With a deeper booth you can coax 
your prospect away from the crow:led 
aisles where you have a chance to 
hold her attention to tell your story 
without interruption. 

Decorating a booth at a fair is a 
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simple matter if appliances are shown. 
Merchandise in the back should be 
elevated. Black backgrounds should 
be avoided. In fact the appliances 
almost talk for themselves and the 
booth needs very little dolling up. A 
gear case or cut-away should be on 
hand and two or three folding chairs 
should be tucked in out of the way 
places. Best attention getter is an 
roner. Be sure to have plenty of 
fresh laundry waiting the ironer. Let 
the customer smell the sun dried gar- 
ments. It is easy to make a deal 
whereby you can have plenty of laun- 
dry for your demonstrator to work on. 

About three people are needed to 
operate a booth, two on a shift. The 
demonstrator should be considered an 
extra person. 

Silliest practice at fairs, Fred 
Stephens points out, is handing out 
literature indiscriminately. “Very few 
appliance sales are actually made in 
the booth,” he states, “but a lot are 
lost because of inability to get names 
and addresses. Be empty handed out 
front, don’t carry literature. If your 
prospect is interested, say, ‘we haven't 
any literature here at the fair, but I 
will be glad to mail you some from 
the store. Where shall I send it? 
What is your address?” Don’t ask 
the name first, obtain the address and 
write it down, then say ‘and the 
name?’ and you'll get it. Be sure to 
mail that literature as promised and 
allow time for it to arrive before 
making a personal call.” 

Curiosity seekers flood the fairs, no 
doubt, but Fred Stephens maintains 
that properly handled visitors offer a 
dealer more good prospects and more 
sales at less expense than from any 
other method of working. Set forth 
on this page are some of the strategies 
that have been found effective in this 
tvpe of business solicitation. 
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Keep your booth away from hot dog stands and shows like the “Sins of Sex” 
shown here. Customers elbowing up to these places are decidedly not interested 
in washing machines and ironers or other appliances for the home. 


Out front have a demonstrator to attract attention. Someone going to town on 
an ironing machine is the best ballyhoo. A spinner with a blanket is equally 
good. If a man can operate the ironer, so much the better Fred Stephens says. 


T 


“We 


Tell your prospect you have a pot of coffee tucked away. It is 
a swell way to generate a friendly atmosphere around your 
prospect. Alfred Stow illustrates the idea at the Wooster, O., Fair. 


Guessing contests are the bunk, believes Fred Stephens. Con- 
testants are looking for something for nothing and are not liable 
to be interested in demonstrations of washers and ironers. 


Here's a good-looking booth but it was ineffective. Too shallow. No privacy with prospects. 


ALLEN APPLIANCE CO. rances 


— #2 
| 
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The animated cyclorama of the West 
which covers the end of the electri- 
cal building is a portion of the ex- 


hibit of the Pacific Gas & Electric Is 
Company. People stand for a half ane 
hour or more watching the antics of vis! 


these life-size figures, each of which 
has its own cycle of motions. 


The Westinghouse Building at the Treasure Island fair is an impressive spectacle. Frigidaire has a department to itself as part of the General Motors section in 

One of the sure-fire exhibits is the electrical robot, Willie Vocalite, which smokes, the Transportation Building. A little theatre with scheduled performances which 
jokes and answers questions at half-hourly performances. explains the principles of refrigeration is part of this display. 

An integral part of the Westinghouse exhibit at Treasure Island is the Home The Hotpoint kitchen which forms a background to the California dried fruits 

Planned Laundry, seen below. Here electrical home laundry demonstrations are exhibit in the Food Building is an example of the electrical displays which turn 
put on for the benefit of visitors and the modern home laundry explained. up all over the exposition at Treasure Island, San Francisco. 


2 


First of This Year's Two Expositions Opens at San Francisco 


ection in 
es which 


d fruits 
ich turn 


HE Golden Gate International Exposition on 
Treasure Island in the middle of San Francisco 
Bay opened promptly on schedule at 8 a.m., Feb. 
18—and has been showing to a growing flood of attend- 
ance ever since. More than half a million people had 
visited the fair during the first week and records are 
still rolling up. 
The primary theme of the exposition is a presentation 


Analysis of the customer's electric bill is made by this 
P. G. & E. exhibit, where a changing picture on the screen 
is matched by successively illuminated panels below to show 
just what benefits the customer receives and what a small 
amount they cost in relation to other home expenditures. 


of the culture of the countries that border the Pacific, 
including our own. The contribution of the electrical 
industry, as part of that culture, is well presented. There 
is an Electricity and Communications Building, as well 
as numerous other exhibits in other buildings which are 
predominantly electrical. And of course, the breath- 
taking beauty of the fair at night is in itself a tribute to 
electricity and the science of illumination. 


What would a World's Fair be without the General Electric 

House of Magic and the Talking Kitchen? Here under the 

giant monogram are housed all the exhibits of the company 
which attract hundreds of visitors daily. 


= 


RIGHT — Spectacular lighting of buidings and statu- 
ary is one of the outstanding features of the Treasure 
Island fair. At night it is ablaze with color and movement. 


A comfortabe lounge where the public can enjoy 
radio programs and a working television exhibit are 
features of R.C.A.'s popular booth on Treasure Island. 


@ 
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Carl Robbins, author of "Get Over Into Clover’ and Judson C. Burns pause 


George H. Reid, Burns’ service manager and Edward L. Pincus, sales coun- 


Thomas Profy, Bristal, Pa., A. D. Johnson of Woodbury, N. J., and R. L. Painter 
of Chester, Pa., all dealers. 


Russell Deakin, sales counsellor and Russell Conrad, 
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in front of the “‘curtain’’ prior to the show. 


A. Baum and Wm. Feeney of the J. 8. Liebman Co. 
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sellor for the company. 


sales counsellor. 


in Philadelphia with JUDSON C. BURGE 


Al Sanger, General Electric Sup- 
ply Co., manager at Philadelphia. 


Herbert Leswing of the Jenkin- 
town Construction Co. 


Pau! Burns, Judson C. Burns’ son, 
vice president of the company. 


Tait M. Robinson, G-E dealer in Upper Darby and Ardmore with Harry 
Sholl, sales counsellor 


John Morrisson, new director of 
P.E.A., and Arthur Perry. 


George W. Ader, 22 years in the 
appliance business in Philadelphia. 


L. J. Starling, head of the appli- 
ance department of Gimbe! Bros. 
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Judson C. Burns, veteran a 


ance distributor, the genia 


Cc. W. Thomas, Jr., appiie a ( 
head, Strawbridge & Clothier 


E. R. Murphy, treasurer of Juc# 


Al Weyand of W. L. Hurley & 
Camden, N. J. 


¥ 
| 
| 


Three views from the General Electric show ‘Get Over Into Clover’’, on tour through the principal cities of the 
country. Here presented, in play form, is the appliance merchandising story of the company for the year 1937. 


Burns, veteran » 
itor, the genial 


x Cole, E. F. Jeffe, Consolidated Edison, C. E. Wilson, G-E vice president: Gerard Swope, 
G-E president; and Carl Snyder, sales manager, appliances. 


as, Jr., applia 
widge & Clothier 


fe@asurer of 
Burns. 


Ray Turnbull, Hotpoint sales manager 


C. E. Wilson chats with a Rex Cole executive Carl Snyder, appliance sales man- 


. L. Hurley Co ager, gave address of welcome. 


John Busey, G-E Supply manager Dave Hayes and John Wicht 
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General Electric’s Road Show PI Packed H 
New York with 
‘ae G. J. Chapman, Ralph Cordiner and T. K. Quinn got into a point over lunch. 
ees j Bese C. E. Wilson, G-E vice president with E. F. Jeffe, Consolidated Edison. 
Cole, New York 6- distributor 


Salinas, Cal. is a small town of 11,000 
people but an electrical dealer shows 
what can be done with shop design 


The lamp counter occupies one side of the main floor, with stairs to the floor lamp and 
fixture departments on either side. Such features as the illuminated niches lend distinc- 


tion to the store display. 


Radio has its own glassed-in sound-proof demonstration room located at the rear of the 

main floor, which is a display case in itself, and serves not only as a quiet place to close 

a sale, but permits of an attractive showing of radios without taking additional floor 

space. The stairs to the “bargain basement’ lead off to the left. Here shopworn, out 

of date or trade-in appliances are sold away from competition with the store's regular 

stock. Commercial fixtures are used for lighting this basement department, which thus 
becomes a salesroom for this equipment as well. 
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Small appliances are displayed on open tables or on glass shelves in distinctive wall 
cases of modern streamlined design, profusely equipped with electrical outlets. Illumina- 


tion comes from flush-set overhead opal glass panels. 


One of the two mezzanine departments is devoted to floor and table lamps. The stand- 

ard 10-ft. ceilings permit display of this equipment under what would be considered 

much nearer home conditions than would be possible on the open floor. The glass brick 

wall not only furnishes effective illumination in the daytime, but permits the light from 

the lamp display to be seen as an attractive blur from the street at night, behind the 

silhouetted store sign, while large windows at either side of this panel offer a clear view 
of the lamps themselves. 
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C a nN b e "The most modern and attractive appliance 
store that | have ever seen,"’ says a prominent 
electrical man after visiting the Evans Store in 


e Salinas, Calif. (11,000 population). From the 
photo-electric cell which announces customers 
] to every feature of illumination, down to the 
service shop in the rear of the main floor, the 

store is thoroughly electrified. 


Walls are finished in white with the floor 
of blue linoleum in a checked pattern. 
The show cases are of dark wood with 
rounded corners in modernistic design. 


There are three special skylights, de- 
signed by W. S. Evans, Jr., each con- 
taining eight 200-watt Holophane 
units and a color circuit which per- 
mits illumination of the surrounding 
glass panels in a contrasting pattern. 
The entire store has a lighting in- 
tensity of well over 25 ft.-candles. 


ive wall 
llumina- 


Located at various strategic points about 
the store are luminous niches which are 
a particularly effective for the display of 
single appliances. This one, near the en- 
trance, is provided with an “electric eye” 
which gives a signal in the office when 
the beam of light is interrupted by the 
_ entrance of a customer. 


Fixtures are shown in the second of the two mezzanine depertments. Here, too, 

the low ceiling is of importance. All fixtures are on live circuits, wired alternately, 

so that they can be shown as separate units to the customer. Glassware is dis- 
played on the counter at the side. 


This is the outside of the Salinas Electric Com- 
pany of Salinas, California, owned by Wesley 
Evans and his wife. Wesley, Jr., is a member 
of the firm, too. The Evans's started back in 
1907, with a table and an old square piano 
used as a counter and sold the first electric 
iron in town. The new store, opened March Ist 
of last year, has many attractive features, not 
the least of them being the modern exterior, 
with the silhouetted name against luminous 
glass tile and the brightly lighted- deep-set 
windows. 
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COMPENSATION plan for 

salesmen, designed to be com- 

prehensive, air tight and fool 
proof is producing good results for 
our which operates a retail 
specialty store handling a general line 
of electrical appliances. For a recent 
three months period our sales. under 
this plan totaled $42,000. 

My thinking in inaugurating the 
plan was based on my experience as 
assistant 
general manager of a large Southern 
appliance distributor organization. 
The chief object was to provide a 
stabilized income for each salesman 
each pay day, also to guarantee a bet- 
ter type of business to the dealer. 

Good gone broke by 
paying an unregulated commission to 
their salesmen. I have known sales- 
men to draw $500 one month and be 
gone the next month, leaving the 
dealer with a lot of repossessions. 
Also I have known good, honest, hard 
working salesmen to be lost because 
a sporadic type of compensation 
wasn't sufficient. 


concern 


sales manager and as 


dealers have 


My plan is to pay each salesman a 
fixed monthly salary, based by agree- 
ment with him as to his ability, plus 
a fixed percentage of the gross profit 
made on sales. 

On first inaugurating the plan we 
had eight salesmen whose monthly 
salaries were fixed as follows: $175, 
$120, $120, $120, $100, $100, $80 and 
$80. This totals $895 for the eight 
salesmen. Each salesman’s salary per 
month is divided by four to reach 
his weekly pay, as we count 28 days 
per month. 

After much figuring I concluded 
that 30 per cent of gross profit can 
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E. H. Abernathy, presi- 
dent of Magic City 
Appliance Company, is 
here seen (left) dis- 
cussing his compensa- 
tion plan for salesmen 
with B. G. Chew, vice- 
president in charge of 
retail sales. 


View in display room. 


“ty 


i 


be applied to salesmen’s commission 
fund. A dealer should not sell any 
merchandise on which he does not 
make a gross profit of 40 per cent. 
So in order for salesmen to earn the 
amount stipulated above, based on 
30 per cent of gross profit it is neces- 
sary for them to sell $7,550 in a four 


By E. H. ABERNATHY 


President, Magic City 
Appliance Co., Birmingham, Ala. 


Compensation 


for Salesmen 


A plan that provides a living income for the salesman and 


protects the dealer on repossessions and trade-in a'lowances 


weeks period. Then 30 per cent gross 
profit on this volume is $900, provided 
the gross profit is 40 per cent. By 


breaking down the monthly quota we 
get a weekly quota of $1,875 and 
30 per cent of the gross profit is 
$225.00 or $1.25 per week above the 
weekly payroll. 
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Now if the total sales for a we 
amount to $875, each salesman dra 
his full salary. All sales are cred 
ted to the salesmen’s salary acco 
even though two salesmen sell & 
entire quota. These two salesme 
would draw only the amount set | 
for them. For the next month ti 
salesman’s compensation is adjuste 
but by not more than 25 per cel 
This stimulates each man to try 4 
make his quota or be penalized th 
next month. However, after a sal 
man’s earnings have reached $225 p 
month, he cannot get any furth 
raise. But in event he falls down 
some following month, his overagt 
in previous. months sales keeps hit 
from getting cut. 

Provided the quota is exceeded it 
any given week, the overage is (a! 
ried forward to the next week. ! 
no event do we pay a salesman mor 
than is set up at the beginning of tl 

(Please turn to page 86) 
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FAN-FORCED WARMTH— 
it’s the last word in scien- 
tific heating! 
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ABSOLUTELY QUIET — 
it's so silent you can't hear 
it run! 


exceeded fot 
erage is Caf 
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ge 86) 
SMART STYLING — 
it's America's most beautiful 
heater! 
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it is—the new EVANOIL for —the last word 
in scientific modern heating. Evanoil Reversed Forced-Air Circula- 

tion—Floor-Level Warmth—Fingertip Control of Heat—Humidified 

Air —Clean, Carefree Heating —Summer Cooling! That’s the “high- 

spot” picture of this greatest of all heaters. 

Smartly styled, low-boy models — equipped with sensational, silent 
“Synchro-Float” suspended fan. Heat in surging volume— without 
a whisper of noise. An amazing new kind of heat for all-over comfort! 
Evanoil takes waste heat from the ceiling, puts it to work at floor 
level. Chases drafts from floors and chills from corners. Recirculates 
the air in the average six-room home every few minutes! Convenient, 
front panel, fingertip control! — 
And a host of other outstanding 
features! 

In 1939, 400,000 heaters of this 
type will be sold, according to an 
impartial survey. That’s big busi- 
ness—and big money —for alert 
dealers! Choose wisely! Choose 
Evanoil, the heater that is first with 
Reversed Forced Air, first with 
Floor-Level heat, first in the profit- 
opportunities it offers you for 1939! 

Mail the coupon for complete 
information. 


A SIMPLE DEMONSTRATION 
sects THE EVANOIL 


“ Heaters and Sales Plan. 
Distributor Franchise 


EVANOIL DIVISION, Evans Products Co., 
Dept. 30, Detroit, Michigan 


Send complete information on ‘Evanoil “Forced-Ai 
Dealer Franchise 


Name 


Address 


Some Exclusive Distributor Territory Available. 
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The 


logical to put it in a model homjiiR* 


fitted out with $1,800 worth of fur 

ture, purchased by a young hon igh 
economist, Vera B. Ellwood, 

from the University of Wisconsin anf 3 

possessing an unexpected flair for in ang 
terior decoration. 

“The foundation was laid for rang™ 
selling in Milwaukee by approaching rat 

’ the subject indirectly,” says Mrs. Eg rd 
YOu CAN T sell ranges by forcing them on women who think in wood. “You can't grab a woman ae’ 


terms of flame type cookery according to the home service department. customed to flame type cookery | td 


‘ lun 
the lapels and say ‘Hey, I want : . 
sell you an electric range. She's 
pretty sure to sputter that what s : 
give 


has is plenty good enough for 
So we started out by not mentioningij* 
the subject of ranges at all.” 


BUT YOu CAN interest women by offering classes on the care 


and use of appliances as is shown by the picture at the right. 


You CAN get women to cooking schools in droves, You CAN do all your measuring of materials in pri- YOu CAN interest the $100 a month income l 
can give them recipes and interest them in the results vate and keep the cooking school's attention away from by showing them how to prepare inexpensive Tike 
that come out of electric ranges. recipes and direct it toward what you want them to see. palatably. 
ITTLE Bo Peep’s lost sheep So alas! for home service depart- sight as in the affiancing of a ten Step by step follows the progra: 
who all come home wagging ments, whose performance is as hard cent store heiress. It has proved, that took place: 
their tails behind them are the to pin down as jelly on a fat man’s _ plain as a pikestaff, that home service 1. First was an 18 lesson course © 
ideal of hair-trigger accounting de- vest. The adding machine experts is fully one-third of range selling. home furnishing. If you had see! 
partments. constantly nudge the president's el- Proved it in hard-headed Milwaukee, Mrs. Ellwood talking colors and Jac- 
For they represent a happy ending bow to abolish them. to Vice President and general man- obean, you would hage wondere 
to a somewhat dubious adventure, That is why the performance of ager, G. W. VanDerzee and to Vice what the Electric Company was driv- 
and excursions” into the unknown the Wisconsin Electric Power Com- President and Sales Manager Frank _ ing at. 
always perplex the budget makers. pany’s home service department is A. Coffin, whom no one has ever 2. Second was a course for wome! 
Only salesmen who can be depended one for the book. It has conducted a accused of being starry-eyed. in the care and use of appliance: 
on to return home wagging orders romantic courtship of the range cus- Here is how it’all came about: Housewives were afraid of electricit 


behind them seem justified in their tomer in Milwaukee. It has done its Back in 1926 Frank A. Coffin wanted and in this series irons were take! 
minds wooing with dividends as plainly in a display of house wiring. It was apart by the women, put togetle 
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Too often thought unnecessary is the wooing and winning of the 


public to electric cookery; that’s the home service department's job 


4 
ANGE 


vain, cords and plugs repaired. The 
resent home mechanics courses in 
igh schools are outgrowths of this 
jovernent. 

3. Third was the cooking class. 
anges were used, but nothing said 
shout them at first. Friday at 2 
m. was found to be the most appro- 
priate time for housewives, and up- 


model hom 
orth of furn’. 
young hom 
‘Ilwood., tres! 
WV isconsin and 
d flair for jn 


laid for range 
approaching 


ays Mrs. pyggrards of 200 turn up regularly. The 
a Woman a.fgf-lwood technique is to pass out 

cookery jpggrecipes to visitors as they enter, and 
v, I want .qgpunge immediately into the subject 
ange.’ She.qqgith any lectures. There is a con- 
hat what <qgpant build-up for questions, which 
ugh for he: Mgsives the audience a chance to think 


up something in advance. Gradually 


mentioning 
it dawned on Clara Grapengeiser and 


t all.” 


onstrations. Rather the Ellwood 
method has been to show how to cook 
oatmeal palatably, prunes, bread, cab- 
bage, and the like. Mrs. Ellwood feels 
that poor women often do not know 
how to do these things well. 

4. Special group classes. You can 
get more people out with homogene- 
ous groups, says Mrs. Ellwood. 
Church classes use these courses to 
raise money. Cooking classes for 
debutantes took a lot of young girls 
out from under the heels of their 
mothers summers, and produced more 
electric range business than anything 
else. People of the same type like to 
be together and there is a social 
glamor to a cooking school under 


who saw the cookie show received 
recipes for them and Mrs. Ellwood 
was astonished by one woman’s re- 
quest for 300 copies for her friends 
in an isolated corner of the city. 

7. Home calls. Whenever a range 
goes on the line, no matter whether 
it is sold by dealer or utility, a home 
service girl goes out to see the owner 
after a week or two, and answers her 
questions. 

8. Freedom. This point is put in 
at the request of Mrs. Ellwood. Too 
many home service girls are nailed 
down by duties which prevent them 
from meeting influential women. One 
of the things for which Mrs. Ellwood 
is grateful is the freedom given her. 


She can attend garden clubs, church 
affairs, and become acquainted with 
women leaders in many groups. From 
these contacts more women can be 
influenced than otherwise, she feels. 
All service girls should have this 
opportunity. 

As a result of the home service 
work in Milwaukee, electric range 
sales stick. There are probably fewer 
reverts than in any other town its 
size. For in this city of 578,249, Vera 
Ellwood and her girls have visited a 
majority of the homes, have demon- 
strated to more housewives, and met 
more of the rising younger genera- 
tion than is probably the case any- 
where else in the country. 


You CAN establish a model home, let customers see 
electrical appliances in the best of surroundings, and 
watch them gravitate toward those that interest them. 


l CAN attract crowds to range displays by means 
ood shows. This cookie exhibit before Christmas 
ted 63,750 visitors. 


You CA N quickly discover from the questions women 
ask in cooking schools whether or not they are prospects 
for electric ranges. 


month income 
> inexpensive 


he’ progra Mildred Morford that the questions these highly favorable conditions. 

vere tipoffs. If a visitor asked about 5. Displays. There were 63,750 PERHAPS othe 
yn course it gadgets, she was a prospect, visitors to the model home Christmas 
hl eit and if she was curious only about to see the cookie display. Timely partments can't 
idee Tad lod, she wasn’t ready yet. The cards suggestions bring in the public in copy Mrs. Vera B. 
wondered the cooking class have proved droves. For this reason Mrs. Ell- Ellwood's flair for 
© was driv- the most prolific source of range wood shapes her cooking classes to interior decoration, 
: ‘ leads, take care of emergencies that every but there is no 
F p> The cooking class has been kept housewife faces—the unexpected patent on her indi- 
ggg pointed at the $100 a month income st, the stag dint the s SS 
appliances. $ guest, the stag dinner, the supper the 
| alietricite lamily. None of the profusion of that is likely to be delayed, ete. ranges. 
were taker jg ®8°: Cream, port wine, etc., that play 6. Literature. All visitors take 
It togethe’ sO great a part in some cooking dem- home something they can use. Those 
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GALE SPACE COOLERS | 


DISTRIBUTORS DEALERS 


IMAGINE a genuine air-conditioner that can be 
offered to the public at only $139.50! Imagine a 
deluxe unit, with every proven refinement, at only 
$169.50! Here is your opportunity to cash in. 
Order now for big “hot weather” sales! 

These units, proven in use by thousands of 
owners, are made by Gale Products, a division of 
Outboard Marine & Manufacturing Co., known 
throughout the world for their precision-built 
products —which include Johnson Sea-Horses, 
Evinrude and Elto Outboard Motors. 


Check these Deluxe Features 


@ Aut tic C. d 


Disposal 
@ New Cool Air Grille with Adjustable Deflectors 
@ New Fresh Air inlet with Spun Glass Filter 


@ New Stale Air Exhaust, Operates Simultaneously 
with Cooling 


@ New Two-Way Control for Filtered Air Circulation 
the Entire Year 


@ New Thick Acoustical Liner for Quiet Operation 
@ New Improved Weather Visor 
@ New Positive Window Mounting Lock 


@ New Quick Installation — Cabinet Mounted in Win- 
dow, Then Unit Slides Into Cabinet 


@ Full 4000 B. T. U. Capacity — Cooling Equivalent of 
650 Pounds of Ice Per Day 


THE QUALITY LINE that you can sell at di- 
rect-from-factory prices. Models to satisfy all 
requirements. 

A Deluxe Line, packed with today’s finest sales 
features, priced to sell at resale for $129.50 to 
$179.50 (7.3 cubic foot model). A Standard 
Line, quality buile throughout, priced to sell at 


STANDARD ~ 


It cools, filters, circulates, 
plumbing required. No special wiring. Just plug it in. Fits on 
any window sill. Requires no floor space. 

The air-conditioning appliance that is priced to make volume sales. 
Proven design that has met the real test of public acceptance and use. 


MARVELOUS DEMONSTRATOR. Hot, sticky weather makes pros- 
pects by the thousands. Doctors, dentists, lawyers — clubs, hospi- 
tals, hotels — in addition to home installations. Write for details. 


GALE PRODUCTS 


100 Monmouth Boulevard 


Galesburg, Illinois 


Division of Outboard Marine & Manufacturing Co. 


resale for $109.50 to $159.50 (7.4 cubic foot 
model). And the sensational Gale-buile White- 
hall Line with Dulux exterior, porcelain interior 
and other quality features, to sell at resale from 
$77.95 to $99.95 (6.2 cubic foot model). Write 
for full details on the Gale Refrigerator set-up. 
You'll be amazed! 


Here it is! the Gale Space Cooler, a genuine air-condi- 


tioning appliance. A highly developed, compact, powerful electric 
air-conditioning unit of 1/3 horse power. 


dehumidifies. It exhausts stale air. No 


NOW 


HOT WEATHER SALES / 


a. 
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ITH refrigerators joining wash- 
ers and cleaners as an impor- 
nt replacement market, the dealer 
ith an eye to future business is con- 
lidating his service department as 
ird-dogs for new business leads. And 
ervice department repair work comes 
rom two chief sources: the store’s 
resent customers who have bought in 
he past; and leads from unknown 
bospects who turn to the classified 
ages Of the phone book for service 
n their particular make of machine. 
A recent survey in the oil burner 
eld showed that phone book classi- 
ed advertising ranked second in pop- 
larity, third in average investment 
et dealer. The difficulty has always 
een for the dealer to know whether 
tis classified advertising in the phone 
0k, or his listing under the author- 
zed distributor—known as_ the 
‘Where To Buy It” section—actu- 
lly brought in any business. 

Well, there are several ways results 
n be checked. The phone companies 
hemselves have made surveys of their 
ustomers in various sections of the 
untry and asked them whether they 


lassif 
Phone 


Prospects develop out of service calls— 


isting 


e way to get them is to be in the book 


the 
ied 


When some appli- 
ance in the house 
goes on the fritz, a 
glance at the classi- 
fied pages of the 
phone book puts the 
customer in touch 
with a dealer who 
can service it—and 
a new customer is 
born. 


used the classified pages of the direc- 
tory when they wanted service or 
parts, or wanted to know where to 
buy a certain product. They got 
plenty of replies where customers pro- 
vided them with instance after instance 
of specific calls they had made to deal- 
ers. Another way to prove the effec- 
tiveness of this type of advertising 
listing was tried by Broadway Radio 
of Louisville, Ky. Having been in the 
book for a few years, he pulled out 
one year and the subsequent drop in 
the number of calls for service brought 


The dealer who lists his products under their trade-names in the classified phone 
directory is all set to be on the receiving end of new business when the calls 


start to come in. 
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him scurrying back with his regular 
listing and some display advertising 


to boot. ‘A still different method was 
employed by Schwabacher-Frey’s, the 
San Francisco department store re- 
cently. They set aside a _ separate 
telephone number—entirely different 
from the one regularly used—and 
checked their classified calls on that 
line exclusively. As a result they 
dropped some of their listings and 
added others until, at present they 
are using 61 separate listings in the 
classified section. Radio and appli- 
ances were found to be specially nec- 
essary because of the service element 
involved. This is true of a lot of de- 
partment stores. Over at Hink’s, for 
instance, in Berkeley, Calif., they have 
21 listings in the classified directory 
and 15 of them are devoted exclusively 
to appliances. 

Manufacturers generally are sold on 
the value of the trade-mark listing 
of their appliances in the classified 
section of the phone book and run 
such a listing wherever they have a 
distributor. It remains only for the 
dealer to run his business address 
under the main listing. Many dealers 
are firm believers in display adver- 
tising in conjunction with the listing 
to make doubly sure that prospects 
in a hurry identify their store with 
the product. 

Typical of the surveys constantly 
being made by the phone companies to 
check on the value and usefulness of 
the classified listing and ads, is one 


made recently in Pittsburgh. Some 
of the calls on customers brought 
out the following typical information: 

Mrs. Lillian Jukes’ refrigerator 
broke down. She consulted the classi- 
fied for a company who would make 
a free estimate of service. Wagner 
Refrigeration Service so advertised 
and got the job. Majestic Electric 
Appliance needed several refrigerator 
parts for repair jobs; Oakland Re- 
frigeration Supply had a one-half inch 
listing and got the order because they 
were located nearby. Mrs. J. Fraze 
wanted her Norge serviced; she called 
Ludwig Hommel because they were 
listed in the classified as authorized 
dealers. Similarly, Mrs. D. H. White- 
head had a Crosley that broke down 
and because Anchor-Lite Appliance, 
the distributor had a one-half inch 
informational listing they got the re- 
pair job—and a prospect for a new 
refrigerator. Because C. R. Rogers, 
the Kelvinator distributor had a one- 
quarter column ad announcing 24-hour 
service, A. M. Oliver sent to them 
for service. The instances are so 
numerous, repetition of individual 
cases would become tiresome. But the 
fact remains that a lot of business is 
going to dealers who take pains to 
see that they have listing in the classi- 
fied directory under the various trade- 
names they represent. 

It’s just another case of not over- 
looking .the little things that some- 
times make a difference between profit 
and loss. 
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YOU MIGHT WELL 


HERE is many a small item in 
the stock of any electric com- 
pany which eventually reaches 
the point where it has to be cleared 
from the make 
room for more uptodate and saleable 
appliances. 


shelves in order to 
The usual procedure is 
for the dealer to mark down this obso- 
lete merchandise to an attractive fig- 
ure, possibly below the original cost. 
At any rate, he makes so little on the 
transaction that frequently he is heard 
to say, “You might as well give it 
away.” 

B. F. Hannah, manager of the Grabe 
Electric Company of Tucson, Ariz. 
says the same thing and what is more, 
As a con- 
sequence, as like as not, he does give 


he believes what he says. 


it away—and thereby, he believes, wins 
a bigger return for his company than 
he would if he sold the item at a 
For the reward to the dealer in 


ke ss, 


Right: A sales demonstration in progress 
at the Grabe Electric Co. showroom at 
Tucson, Ariz. Below is a sample of the gift 
coupon used by the store when giving 
away small appliances. 


either case lies not in the monetary 
return, for the item is generally sold 
at a loss, but in the friendship which 
is won and in the fact that customers 
are brought into the store where they 
may be attracted by something else. 
Moreover, most women follow a regu- 
lar routine in their shopping and if 
they start buying electrical appliances 
at one store, they are apt to continue 
buying at the same store when their 
purchase involves something more im- 
portant than an out of date lamp or a 
flashlight. 

But, argues Mr. Hannah, if getting 
something for nothing will 
make friends and bring people into the 
store, how about getting something 
free? As a matter of fact, few people 
are grateful to the store at which they 
obtain a bargain. They are just skep- 
tical enough to believe that no mer- 
chant is going to give things away 
and they suspect that there is a profit 
lurking somewhere in the background. 
Therefore they credit themselves with 


almost 
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being very smart to have obtained a 
good value for their money, but may or 
may not remember where they made 
the purchase. But when last year 
Mr. Hannah found that he would have 
a number of small obsolete items left 
on his shelves after Christmas which 
would have to be cleared out and 
when, instead of selling them, he sent 
them as Christmas presents to people 
he wanted to interest in the store, the 
reaction was unforgettable. People 
were surprised and they couldn’t help 
being pleased. They called up to make 
sure there was no mistake and when 
they found that there was none at all 
but that the gift was theirs with the 
compliments of the company and with 
no strings whatsoever attached, they 
were genuinely grateful. You can 
imagine what the effect of receiving 
such a gift might be on the customer 
who had allowed a bill to fall slightly 
into arrears, or on the slightly dis- 
gruntled customer whose name had 
dropped from the books because of 
some unlocated difficulty which the 
firm had never been able to discover. 
Not to mention prospects and good 


Tucson Dealer makes money giving away small appliances 


By Clotilde Grunsky 


citizens—the people whom any concern 
would be glad to have on its books. 
The company received telephone calls 
and letters of thanks as the result of 
this shower of gifts which were worth 
far more in good will and friendship 
than the small cost of the material 
given away. 

The Grabe Electric maintains an ac- 
tive service department, with a large 
staff of men. Of course there are 
occasional slack times when these men 
are not as busy as they could be. Mr. 
Hannah maintains a set of printed 
postcards of which he makes use at 
such times. These state that the Grabe 
Electric finds that some of its service 
men have extra time and rather than 
diminish the staff, the company would 
like to send them out to its friends to 
install free a little gift which they 
will find of inestimable use in their 
homes. 

The people to whom this card is 
sent are taken from the file of old 
prospects which the store maintains— 
prospects who, for some reason or 
other, did not make the purchase at 
the time of the first contact, but who 
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are still regarded as on the active list. 
The gift consists of a rubber ribbon 
plug, and the installation takes but a 
few minutes. Before he leaves, the 
service man leaves some literature, 
usually a pamphlet on safety in the 
home or one on the principles of good 
home lighting, plus, always, some def- 
nite advertising material on the sub- 
ject on which the prospect is inter- 
ested. Thus the housewife who 
formerly had expressed an interest it 
refrigeration is left a description of 
the latest models in this field. 

The men handle this work in theit 
spare time, usually planning a regulat 
service trip so as to take in one of 
these calls on their way home. There- 
fore no appointment is made for the 
call. It has been found, however, that 
some of the men are far more succes 
ful than others in finding people “@ 
home” and in actually making the it 
stallations. This work, therefore, has 
been left largely to the three or four 
servicemen who seem to have a spe 
cial gift this way. Included among 
the literature left for the housewife 

(Continued on page 87) 
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HILCO 


Everywhere, among radio and appliance dea!ers, 
these new products offered by Philco are the sales 
and profit sensations of the year! Everywhere dealers 
are endorsing—and joining—the Philco All Year 
"Round program that enables them to cash-in on 
the power and prestige of Philco’s merchandising 
activities 12 months in the year! It’s the big news of 
the trade for 1939. If you don’t have the full story 
now, it’s worth your while to get it. Write, phone or 
wire your Philco distributor! 


YORK COOL-WAVE 


AIR CONDITIONERS 


Now, Philco and York bring you genuine air 
conditioning at a price that makes every 
home, office and small store in your com- 
munity a prospect! Portable air condition- 
ers for every size room, as little as $150, or 
$15 down! Easier to install than a radio, no 
—- no wiring, no technical know- 
e required. Full profits—NO TRADE- 
Ine At last, air conditioning that the appli- 
cae dealer can sell, install and service at a 
profit! Dealers are signing up fast. Get the 
complete Cool-Wave — t story from your 
Philco distributor . . 


CONSERVADOR 


ELECTRIC REFRIGERATORS 


The Conservador—a really new and different ° 
refrigerator, with a powerful sales feature that with the 
amazing new 


every prospect can instantly see, understand 
Shelf-Lined 


to sell at 


ONLY $15 
MAIL COUPO. 


and appreciate! A quality refrigerator, with 
every worth-while feature of any refrigerator 
—PLUS the amazing shelf-lined Inner Door, 
patented and exclusive! 26 % more quickly us- 

able space—twice the convenience—and NEW 
ECONOMY because the Inner Door keeps 
cold air in and warm air out of the main com- 

partment. Many more sales and profit advan- 
tages. Get the full story—contact your Philco 
distributor NOW! 


wow! 


PHILCO ALL ROUND 
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= 
PHiLco RADIO & TELEVIsion CORPORATION, PHILADELP PA, 
Without Obligation, S€nd me Omplete information On 
N O Conservador Refrigerator, O York Cool Waye Ait Conditioners 
IN 
OOR ADDREss 
D STATE 
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SELLIN 


AY TURNBULL, sales gen- 
eralissimo of Edison General 
Electric Appliance Co., Inc., 

has boiled down a sales training 
course into the fifteen words quoted 
at right. Many concerns produce pon- 
derous sales training techniques which, 
to digest, would consume most of a 
salesman’s waking time. I know a 
promotion manager for one company 
who utterly delights in the continued 
practise of getting out something new, 
merely to please his vanity, with no 
concern as to whether that which has 
been produced is resultful or has been 
assimilated by the retail staff. He 
gets so much of it out that no one pays 
attention to anything provided. Ob- 
viously, the only worthy type of train- 
ing is that which is so simple and 
effective that it can be placed into 
resultful use. Turnbull has it in his 
fifteen word sales training course. 
Correctly followed, we appliance sales- 
men should not want for prospects or 
orders. Here it is again: 

“Know Your Stuff. See A Lot of 
People. Ask All to Buy. Use Com- 
mon Sense.” 

Put that into action, and you won't 
need much other training to become 
successful as an appliance salesman, 
and the upsurge of confidence which 
you will gain in results attained, will 
roll into a momentum that will keep 
you constantly on top. 


‘Know Your Stuff.’’ It is amaz- 
ing how few of we salesmen do. And 
yet, we should realize that it is im- 
possible to sell that which we do not 
know completely. Pete Harlig of 
Pennsylvania came up to me at the 
conclusion of a talk of mine before the 
Pennsylvania and Atlantic Seaboard 
Hardware Association at Pittsburgh 
the other day, wondering how he could 
improve his selling arts. “Sure, I 
know my stuff,” said he. “Well, let’s 
go somewhere and find the type of 
washer you are selling and prove it 
to me,” said I. He missed thirteen 
crucial sales points in his presentation. 
He missed getting emphasis upon its 
improved use value. He thought he 
knew his stuff, but flopped badly. Do 
you know every bolt and nut in the 
product you are selling? Could you 
take it apart and assemble it again? 
Do you know its hidden values? Can 
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in need of the appliance we sell? If 
we believe in the product, we know 
we are doing them a far greater favor 
than they are doing us by introducing 
it to them. See a lot of people. 


‘‘Ask All to Buy.’’ If you ask ten 
folks today, and ante up the ratio to 
twenty tomorrow, your earnings will 
bound. A lot of the boys are in the 
dog house simply because they are too 
lazy or too afraid to ask everyone 
they meet as to whether they are 
interested or not. 

Analyze yourself, for instance. There 
are a number of things you need and 
you would buy if someone asked you 
to. A new shirt, new tie, new shoes, 
some gadget for the house, some pres- 
ent for the wife. But you keep put- 


By Gerald E. Stedman 


you prove that it will perform better 
than all others? Have you owner 
estimates as to its savings, comforts, 
superiorities? Have you testimony of 
satisfactory usage? Have you a list 
of happy owners to whom you can 
refer the prospect, if required? Know 
your stuff! 


‘See a Lot of People.’’ If you are 
earnestly evangelistic about the good 
you are doing in appliance selling, no 
one you meet can escape your ques- 
tion as to whether they are interested 
in buying. The story is told of Ford, 
who had been in daily contact with a 
coal-dealing friend for years, and one 
day this acquaintance asked him why 
Ford didn’t buy coal from him. “Be- 
cause you have never asked me,” Ford 
quipped. Lyle Petty of Chicago told 
me the other day that appliance selling 
was getting tough and prospects were 
hard to find. “Don’t believe it,” said 
I. We stopped the first ten people 
that passed us on the street and found 
four prospects. He has since closed 
two of them. Why should we feel 
afraid to accost anyone with a ques- 
tion mark as to whether they were 


ting it off. When a forceful salesman 
catches you and suggests, you accede. 
So it is with the world around you. 
They are waiting to be asked to buy! 
Bob Taylor in Nebraska writes that 
since he adopted his “asking” trait, 
his sales have nearly doubled. It is 
human nature for all of us to resist 
the purchase we know we need until 
someone, through asking, boosts us off 
the limb of procrastination. One of 
the functions of the real salesman is 
to shove prospects off the dead center 
of delay! 


**Use Common Sense.’’ Arch All- 
man up in Minnesota was somewhat 
pridefully telling me of a prospect 
upon whom he had called eighteen 
times without getting the order. We 
figured the time he had spent reaching 
and talking with this lady, and it 
figured up to 42 hours. If he made a 
sale at the next call, he would be out 
plenty. Common sense would have 
dictated that he drop her after the 
sixth call-back. Bill Glending in Iowa 
wrote in to complain that half of his 
sales were refused by the credit com- 
pany. Truth was that he failed to 
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qualify prospects as to their ability 
buy on the first call. Sales effy 
gone to waste! After all, this by 
ness of appliance selling is “Yo, 
Incorporated,” and common 
should prevent you from negotiatiy 
any sale for your merchant, the ;; 
of which you wouldn't take yours 
It is a matter of sound sales, not j, 
any name on the dotted line, th 
counts. 

Another thing: Get rid of bei 
afraid! For instance, place a twely 
inch plank on the ground. Withg 
the slightest hesitation, anyone y 
walk its length, even caper upon 
without teetering off. Mount it s 
feet in the air, and although the sap 
plank, and the same surface to | 
traversed, many will hesitate, few wi 
feel like capering, and some will i 
off. Boost it to the fifty-foot altitud 
and no one will feel like doing wh 
they did when it was on the grouy 
Why? Same plank. Same wit 
Same distance. But the higher it 
raised, the less security one feels 
walking it. FEAR is born. 

We boys walk the sales plank 
the same manner. Well grounded, ti 
going is easy. Things become a litt 
tougher, and we shiver. Sales 1 
sistance grows great, and we stunt 
Why? FEAR! We must learn bh 
to overcome it. It is only then th 
we become real appliance salesme 
What are you doing to overcome y 
fears? What is your merchant 4 
ing to give you that sense of sec 
rity that is needed for most effectiy 
selling? Those are important que 
tions right now. 

Fear results from many caus 
Lack of belief in one’s self is on 
Herb Shattuck out in Iowa, former! 
a book-keeper and thrown out of 
job, took to selling. But long yea 
of working alone, made him fe 
people. He thought he was intr 
ing at every sales call. He didn 
believe he was giving more than h 
could gain. He didn’t feel that, wh 
properly explained, the prospe 
would be appreciative of his sal 
message. He slunk quiveringly in 
each sales approach. He had no com 
manding drive. His personality 1 
pelled buying interest. Strength 
will kept him at it. But he was 
failure. “What will I do, Jerry?”> 
plaintively queried. “Get social,” sa) 
I. “Attend all the church social 
Live with people. Learn to lov 
them. Feel that they are the sam 
as you are, with the desire for bet 
terment of their living conditions 
Have confidence that you are intro 
ducing them to a value greater tha 
any cost. May take a coupla’ monti 
to remold your thinking, but you’ 
got to do it if you expect to remov 
those fears. Herb did and now he 
hitting on all eight.” 

Let me tell you this: You will neve 
be a real appliance salesman until y0 
develop the trait of wanting eagetl} 
to talk to everyone you meet abot 
what you have to sell. Everyone wi! 
whom you come in contact—everyo 
you greet or meet anywhere—may 
prospects needing what you _havé 

(Continued on page 30) 
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]. MILLIONS OF HOUSEWIVES are about to buy new brooms, soap, cleanser, 
foor wax, and other items of spring housecleaning. Many of your 
customers will also buy new Edison MAZDA lamps to make their homes 
brighter, fresher. Try selling the 100 watt size at only 15c for their 
LE.S. table, bridge, and pinned-up lamps, and garage. 


3. YOU CAN MAKE EXTRA ProFITS during this housecleaning season by 
displaying Edison MAZDA lamps in your window, on your counters, 
and in your store together with related housecleaning items. Try selling 
your customers a package of different sized MAZDA lamps to meet 
their needs for light-conditioning. 
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Housecleaning 


2. WITH A NEW, BRIGHTER 150 WATT LAMP in the kitchen ceiling fixture, 
cooking is easier, dishwashing faster. Tell your customers how much 
fresher their kitchens will look if they replace blackened bulbs with 
new Edison MAZDA lamps. Try recommending the 150 watt size at 
only 20c for the kitchen, gameroom, and laundry. 


4. HERE ARE THREE BRIGHTER EDISON MAZDA LAMPS you should include in 
your “light-conditioning” assortment: the 75 watt and 100 watt at 
only 15c each, and the 150 watt at only 20c. Tell your customers that 
these lamps give more light than ever before in history, yet cost no more 
to use. General Electric Company, Nela Park, Cleveland, Ohio. 


EDISON MAZDA LAMPS 


GENERAL ELECTRIC 
They stay brighter longer 
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IT WILL GET OVER A GREAT 
FEATURE TO 3,000,000 "“PACK- 
AGE COMMERCIAL” PROSPECTS 


WILL GET COLD 


The Glass of Ice and 
Water You Stir? 
or the Glass of Ice 
and Water You Don't=> 
Stir? 


454 Up 
Actionized Cold 


BEVERAGE COOLERS 
Stirs Ice and Water 


PELCO makes its own 
exclusive 


“floating ice” then stirs it with the 
“cold actionizer.” These and other sensational new 
features—easily explained and easily understood, plus dramatic 
new selling helps, makes a real line for you and your sales- 
men to get enthused about. Write for “Pelco Facts” today. 


Insulated sliding lids. 7 ‘mpelior Circulates Icy Water. 


@ Entire Water bath circulated every min- 


@ New Monel Metal Tank. 
ute by 


Rugged, welded all steel cabinets. 
10 Copper coils on outside of tank. 
11 Heavy insulation hydrolene sealed. 


12 Heavy commercial Cond. unit. 


3 cakes form around wails. 
ice detaches automatically, Floats. 


5 Fractional h.p. motor operates impelior 
at cost of light bulb. 
6 “Cold-Actionizer” housing. 13 Die-tormed seamless end panels. 


PORTABLE ELEVATOR MFG. CO. 
Retrigeration Division 
Bloomington, Dept. C49 


Please send me illustrated literature and complete 
facts about Peico. 


PELCO cools beverages 
twice as fast at a far less 
cost for current because of 
feat d above. 
Send today for complete de- 
tails. 


Refrigeration PORTABLE ELEVATOR MFG. CO. 
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The Essentials of Selling 


CONTINUED FROM PAGE 28 


wanting what you have, capable of 
being persuaded to enjoy what you 
proffer. If you expect some sleight- 
of-hand performance whereby some- 
one else pulls the rabbits out of the 
sales derby for you to shoot at, you 
aren't a salesman. If you rely on 
some complicated prospect system to 
provide you with leads, you aren’t a 
salesman. If you are hunting for an 
easy manner in which the prospect 
walks in and the purchase falls in 
your lap, you aren't a salesman. Don’t 
kid yourself. If you have inward 
fears, you can conceal them from every- 
one else, but not from yourself. Get 
rid of them. Ask the first person you 
meet if he is interested in what you 
are selling. You will be surprised to 
find the persuasive power of a ques- 
tion mark. And it will restore your 
confidence, remove your fears! 

Then there is the fear that the 
country is going to the dogs. Jim 
Howland, down in Illinois is typical 
of at least seventy salesmen I have 
talked with along this line since the 
turn of the year. He lives in Ottawa, 
loves to read the newspapers, takes 
the world’s greatest scarepaper. He 
browses in the negatives of politics, 
war and crime. Subconsciously he 
has come to feel that the country has 
gone to hell—taxes, stock market col- 
lapses, ridiculously ironic cartoons, 
W.P.A. wastes, inflational worries, un- 
employment. “What’s the use?” he 
asked. “Everyone I talk to is huddling 
for a corner of security. They don’t 
want to buy. They are too scared!” 

Well, I sat down with Jim and we 
had a long palaver, gist of which was, 
“For God’s sake, Jim, and your own 
benefit, quit reading that lousy sheet. 
It is all propaganda of minds with a 
cock-eyed grudge. The world is all 
right. We perform under the finest 
flag known. Income last year was 
down only seven per cent. In our 
national hey-day, there were some six 
million unemployed, so you can’t be- 
lieve everything you read. This news- 
paper hasn’t even the physical use- 
fulness of a mail order catalogue. It 
scares you to death. Quit reading its 
stretched innuendoes and feel that the 
sun is still rising and that people still 


are eager to buy when properly pg 
suaded.” Jim did and is now deljy 
ering, with renewed confidence, ay 
free from fears! 

There is also the fear, subconscioys 
produced by loyalty to personalitie 
Sometimes we realize we aren't ma 
ing proper headway, but we hesita 
to change because of our feeling th; 
we will hurt someone else than oy; 
selves. So we continue to hurt oy 
selves, unselfishly, rather than to ry 
counter to what others around us ex 
pect from us. Often, in so doing, w 
hurt them, too. 

Clyde Hedding, down in Texas wa 
a victim of his wife. Loyalty to he, 
kept him from changing his job. Sh 
thought he had a sure sales position 
and kept him from exercising his pre- 
rogative of changing. He knew he 
could get further, faster, in another 
location, but she was interested only 
in what he was presently making, and 
she sent him away too many morning; 
with a frown on his face. Love for 
her kept him at his location so long 
that finally he rebelled, went to an- 
other merchant and line in sheer des. 
peration, began to gather the sale 
sheaves which she now takes credit 
for. 

Sam Bismark in California was a 
boyhood chum of his employer and 
hero-worship kept him down. He 
knew he wasn’t getting a square deal, 
but he liked his employer so he kept 
on, letting the bird use him and profit 
from him, because Sam was too loyal 
and too fine to get up and dust out 
When there came the breaking of the 
ways, he went with another appliance 
merchant and has since doubled his 
monthly income. Sometimes it is a 
fault to be too great a hero-worship- 
per. No one is going to take care oi 
you except yourself. Cut out being 
kind to the other fellow who is using 
you to his advantage. 

Finally, there is the fear of not 
getting sufficient compensation. The 
great back-drop for worthy sales ¢- 
fort on the stage of dramatic perform- 
ance is assurance of being supplied 
with proper food, shelter, clothing 
medical care, entertainment, educa- 
tion, insurance, and the ability t 


“Mother, what does Daddy mean when he says you put him through the wringer?" 
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» “rainy day” in the above budget. 


ty people he serves. He works twelve 


wjioy the use of electrical appliances 
ie is selling, together with that 
juanderable tidbit of income that 
kes our carefree worlds revolve. 
vhat does the average electrical ap- 
yiance salesman need from the eco- 
ymic standpoint? Well, here is a 
liminary yearly estimate, based 
oon 178 family reports: 


100 
Entertainment ....... 150 
100 
Living Improvement.. 100 
Philanthropy ........ 50 
Squanderable ........ 100 
Transportation ...... 100 
$1960 


That minimum income denotes the 
eed for an assurance of $160 per | 
jonth, just to keep the wolf from the 
or. Notice there is no reserve for 


ind there is that frugality which | 
isn't quite worthy of being endured | 
by the appliance salesman who works 
« hard to benefit so much in an ac- 
cleration of the standard of living 


hours each day, you know! A sal- 
ary of $30 per week and a ten per 
cent commission that will assure him 
another $25 per week, if he is prop- 
ely energetic, is in order. Such a 
sompensation schedule will remove his 
greatest fear, keep his wife on the 
sunny side, make him happily emote 
na daily series of persuasive selling 
talks. 

These are some of the fears that 
must re removed from the minds of 
salesmen. None are unreasonable 
jars. All can be solved. After all, 
we run the business, we pull the 
strings on the show, without us there 
could only be a decayed order of home 
convenience. We want our cut in, 
our encouragement, our impact to- 
wards a forward drive. We don’t like 
to live in the Stygian atmosphere of 
fear. We don’t relish the daily sound 
of bats whirring around our heads. 
This business of appliance selling is a 
great profession. We want to be fear- 
lessly worthy of it. Some of the 
consternation we must cut out our- 
selves, the rest is up to the cooperative 
tactics of merchants, distributors and 
manufacturers. 

Given a sensible compensation plan, 
a proper justification for his loyalty to 
individuals and the product he repre- 
sents, together with confidence in him- 
self and the economic state of the 
tation; an appliance salesman can go 
out and deliver free from fear if he 
trains himself properly to perform. 

Next month, boys, more about com- 
pensation. Again I ask that you send 
me your views as others already have. 
Address me at the Knickerbocker Ho- 
tel, Chicago, and tell me how you 
think this compensation problem 
should be handled. I'll be your inter- 
locutor and report back in next 
month’s article. In the meantime, re- 
move your fears and adopt this fifteen 
Word sales training course. You'll 
have more money in your pocket when 
you do. 
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Washing Machine Industry 
Shows Gain of 43.3% Over 38 


Barton Increase—-93.6% 
Twice the Industry Increase 


& 


What Has Barton 
“on the ball?” 


Speed Control 


Sheer silks, laces, lin- 


SLOW for gerie, delicate fabrics, 

SPEED tender woolens, etc. 
Stronger silks and 

MEDIUM rayons, very fine lin- 

SPEED for ens, men's silk hose 
etc. 

FAST Cottons, linens,—reg- 

= ter washlog. 


Plus Wringer Speed and 
Pressure Control 


Besides the C-7-S Model shown above there are three 
other Models with the “Controla Speed” feature— 
as well as four lower priced washers of the con- 
ventional type. 


Barton "Controla Speed" Washers give dealers a sales presentation that is entirely 
NEW—one that furnishes prospects with reasons for trading in old washers. . . . Like 
the latest model motor cars, the latest “Controla Speed" Bartons make the women 
dissatisfied with their present models. 


Write for 
Booklet 391 


Your sales opportunities are greatly increased with Barton "Con- 
trola Speed" Washers. 


Price competition is no longer a factor. “Controla Speed" makes 
sales in the more profitable price brackets. 


It's easier to sell Barton "“Controla Speed'' Washers than to sell 
against them. Don't wait until an alert competitor proves this to you. 


Write or wire for the complete “Controla Speed" Story. THE BAR- 
TON CORPORATION, West Bend, Wis. 


Patent Applied For 
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SELL HOTPOINT 
THE HOME 
HEADLINE FOR 1939 


Hotpoint Announces 
4 New Washe 
Models 


Now Hotpoint offers fou, 
sational new washer mod 
turing three-zone thriftiv 
washing streamlined Loy 


Nearly 70,000 washers 
this year to 


4 
demands for greater beauty in washers | on hov 
and ironers — beauty Cee hrough | wilg be 
balanced proportions, st | r 


|New Hotpoint Line 
| Heavy Duty 


ovell Wringer 


» Hotpoint Deluxe Wringer by 
s an adjustable pres- 


Wringer with “feather tot 
release, cadmium plat 
parts, and quick emptying’ 
Safety feed board and mas 

lever on some models have 
designed to meet the deman 


today’s home laundry needs 


fully finished in white ena 
units range in capacify 


nine pounds. The 
to worry about? 
manently 
at the fag 


4 


rol for all types of 
weaning more sales 
It’s massive 
tign—stream- 
appear- 
ce. Built 
for heavy 
duty home 
Sg@aundry work. 
wash- 
ing easier 
saves wear 


“Sh clothes. Rollers 
EY ressure cleans 
They’re large 
<trong—can take 
ihe most severe 
wear. It’s built to 
last a lifetime. The 
point wringer also has the 
s “Feather Touch” safet) 
ar—meaning added 
ction—another Hotpoint 
feature that will 
ra Aoney for you. 
bis vast ‘ 


are mou 
Spin bask 
tumbler s 
control ag 

moving 

popular 

on most u 

and many mo 

point sales featyé 
that sell on sig 
increase your vo 
business and profits 
Hotpoint—the Home 
for 1939. 


8th Prices 


New Hotpoint | 
washers are priced 
at levels to win 
sales from people 
with slim pocket- 
books. Never before 
has so much value 
been offered at such 
modest prices. Get 
the low-down on this new Hotpoint line. 


Park Avenue Style 


New lroners 


The new Hotpoint ironer has 
been proclaimed a masterpiece if 
design by experts — another wa} 


pro 
pleas 
ber! AW 


OT ce 


value 


Wall Street Profits 


Nearly 70,000 washers will be pur- 
chased this year to replace units more 
than ten years old. Fatten your purse 
by selling Hotpoint’s new line of profit 
making washers. 
Hotpoint’s Home 
Laundry line is de- 
signed in price and 
style to reach every 


en 
hare of profit. 
rite today. 


“THE BIG PAYOFF” 
Here is a Spring Selling campaign for the new 1939 
Hotpoint Home Laundry equipment designed to 
stir up money making sales for you. 
Everything is here for a real sales 


Streamlined with 


a real modern flair, bracket. 
these new Hotpoint advertising and sales promotion 
washers quickly profits for Hotpoint 
massivences mold: | f+) | | market by seling 

Headline for day or write for full information! 

Get your share of 


activity: broadsides, newspaper 


ELECTR 


EDISON GENERAL ELECTRIC APPLIANCE CO., Inc. 
5620 West Taylor Street, Chicago, Illinois 


e today 
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HAIN selling is usually 
thought of as selling by a chain 
of stores, but there is another 
ese in which the term may be used, 
nd that is where sale links on to 
Je. It is in this sense that The 
ylace Of Spokane, Wash. indulges 
inthe art. Sixty per cent of the busi- 
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ss Of the electrical department of 
The Palace is derived from previous 
mntacts. 

This does not happen by accident, 
but is the result of systematic follow- 
9 along every possible line. 

How many stores, when the last 
myment on a contract is made, simply 
old up the account and store it away 
inan appropriate file, possibly mailing 
h letter of appreciation to the cus- 
mer at the same time? Not so The 
Palace. A contract completed means 
2 customer released and ready to buy 
something else. The receipt for the 
last payment. is handed over to a sales- 
man who makes a personal call to de- 
liver it. In a surprisingly large num- 
her of cases he comes away with a 
new contract for the next appliance 
which is on the customer’s desired 
list. 

Servicing offers another opportunity 
for making contacts. Three months 
iree service is offered with most major 
appliances sold. At the end of this 
period, the service-salesman calls, 
whether he has been sent for or not. 
The customer takes this call, “to check 
ver the appliance,” in a most kindly 
yirit and frequently in appreciation 
passes on the name of friend or neigh- 
br who might be interested in a 
similar appliance. Thereafter service 
calls are made free of charge every 
ix months. These personal calls en- 
able the salesman to see the whole 
picture of the home—and if he is 
vorth his salt he can usually sense the 
need and the best way to fill it which 
will make him further business. 

In between times, the telephone 
yields any number of leads. Telephone 
alls are made by the salesmen them- 
xlves, the aim being for every man to 


When You Sella NEW Customer 


. .. Get ready for the next sale, says the Palace in Spokane; 


60 per cent of their business comes from previous contacts 


spend at least an hour each day calling 
up former customers. These are never 
random calls; nor are they made by a 
third party, but are made by salesmen, 
utilizing the department’s list of past 
customers. The man who does the 
telephoning has at hand all data in re- 
gard to previous relationships with the 
customer he is calling and bases his 
introduction upon that experience. 
Usually he offers free service and 
makes an appointment for a call. 

Service is an “open sesame” to 
most doors. V. J. Morris, manager of 
The Palace electrical department, be- 
lieves that prompt and adequate serv- 
ice is an important element in every 
sale. After all, what the customer is 
buying is the appliance or the radio 
set in operation—he wants to know 
that he has a good quality product, 
and that it will work. A reputation 
for keeping its appliances in good 
working order is the greatest asset a 
store can have, in his opinion. 

As a consequence a special effort is 
made to make all responses to service 
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calls prompt. 
keeps open for emergency service until 


The service department 


eleven at night. This is particularly 
important for radio, which is usually 
wanted in the evening hours and 
which, correspondingly, is apt to de- 
velop its troubles at that same period. 
An immediate response to an S.O.S. 
call on a washing machine which 
fails to operate when wanted on Mon- 


day morning makes a friend. The 
dissatisfaction which might readily 
develop from such a situation is 


changed into gratitude and a new link 
in the chain of sales is forged. Free 
service calls made periodically on all 
appliances sold by the store strengthen 
this link. 

Of course, the service department, 
though busy with many paid calls, 
does not entirely carry itself. Mr. 
Morris feels that it would be a great 
mistake if it did. For this is classed 
as advertising expense—and the best 
type of advertising that can be bought. 

Immediately following delivery of 
new equipment the company represen- 


tative calls back to check on the sale. 
He carries with him a little card on 
which he notes the customer’s name 
and address and the make and number 
of the appliance. He again explains 
the guarantee on the radio or other 
appliance, specifying exactly what is 
promised on mechanism and cabinet 
and notes this down on the card in fig- 
ures. At the foot of the form is a brief 
statement which reads, “Our repre- 
sentative called on (date) and ex- 
plained the guarantee, operation and 
service on article described above.” 
This the customer signs and it is filed 
with the record of the sale. Not only 
does this forestall any misunderstand- 
ing of terms, but it solves any difficulty 
which might possibly later arise. 

The department keeps eight sales- 
men busy, dividing time between floor 
service and the field, with some time 
each day at the telephone. Every Fri- 
day morning a sales meeting is held, 
at which the men take turns trying to 
sell each other different makes of some 
appliance. The assembled group then 
critcizes the sale, telling the partici- 
pants why they did or did not succeed 
in getting the name on the dotted line. 
The men frequently like to try out 
some situation which they found diffi- 
cult to get the opinion of the others 
on what might have been done. 

Selling customers is of 
course, also part of the day’s work— 
in fact, forty per cent of all sales made 
are made to new accounts or to those 
whose previous contact with the store 
has been through other departments. 


to new 
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PROCTOR 


ANNOUNCES THE 


A NEW IRONING PRINCIPLE— The Never-Lift iron 
is not only a new iron but it ushers in a new, 
effortless way of ironing. It eliminates all those 
wearying, wasted motions of lifting and tilting 
associated with old methods of ironing. All a 
bape does is glide the Never-Lift. Heat does 
the rest. 


NEW 3-SPEED SELECTOR —The Never-Lift iron 
also brings to your customers for the first time 
the 3- SPEED SELECTOR which makes it pos- 
sible to “tune” the heat to the individual's 
personal ironing speed. This is in addition to 
the Dial of Fabrics which automatically con- 
trols the correct, safe heat for any fabric. 


BUT. . . THAT'S NOT ALL—Other new features in 
the Never-Lift are: genuine gold alloy thermo- 
stat contacts; air-cooled, more restful handle; 
a beautiful new streamlined design in chro- 
mium, black and red, conceived in collabora- 
tion with Mr. George Switzer. And Never-Lift 
is fully guaranteed for 3 years, three times as 
long as the ordinary iron. Furthermore, it is sold 
on a 30-Day, Money-Back Offer. 


WORTH BUYING AND WORTH SELLING —Thé 
Never-Lift is a marvel of research and engineer- 
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ing skill, a product of manufacturing efficiency, 
care and workmanship. 

We believe, without question, that this is the 
finest iron on the market. It retails at $12.50. 
At this price it is not only well worth the addi- 
tional cost to your customer in increased iron- 
ing ease but is a more profitable unit of sale 
for you. 


PROCTOR'S PROMOTION PACKAGE — The 
Never-Lift is being advertised in metropolitan 
newspapers. To further assist you in selling 
the Never-Lift, we have prepared a compiete 
promotional package including attractive 4- 
page folders in color for direct mail or hand- 
outs, a knock-down display for showing the 
iron, and flashy window and counter displays. 


NEW WAY OF IRONING bi 


site 


A TOUCH and it LIFTS 
itself. Another touch and 
it automatically resumes 
ironing position—no lifting 
or tilting. 


3-Speed Selector * Tested Dial of Fabrics *Gold alloy thermostat con 
tacts °Air-cooled, more restful handle °8-ft. permanently attached cord 
*Faster, races to ironing temperature in 30 seconds! 3-Year Guarantee 


*30-Day Money-Back Offer. 


APRIL, 1939—ELECTRICAL MERCHANDISING 


VAT" 
A NEW IRON 
L 
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Procr OR gives you more insulation and th: most 
efficient broiler units made. And look at the orices! 
Have you ever seen so much waelue for the money? 
Now your customer can buy a Roast-or-Grille, a broiler 
unit and Roast-or-Grille Table for the 
price of the usual roaster. PROCTOR 
Roast-or-Grilles simplify your selling, 
too. You cover the whole price range 
with only three modols, 


é, ay Only 3 Out of Every 109 Wired Homes 


( Now Own Electric Roasters 


Z (Below) NEW MODEL 109, the fastest heating roaster 
/ on the market, finished in heat-resisting white 
enamel and cobalt blue. 11-qt. capacity. Lift-or-Tilt 
Hinge. Vitalu lid with prop, off-switch on dial, 
inset pan. Proctor cook book. A. C. only, 1320 
watts. Complete with pan set and new type grille 
rack. Removable broiler unit (1500 $1995 
watts) only $2.00 additional. 


MODEL 120 ROAST-OR-GRILLE—the Big Family Economy Size— 
heat-resisting white enamel. Cobalt blue enamel inset and well pan. 
ndles and trim in beautiful cobalt blue. Copper dial and nameplate. 
fanlu lid with prop. 18-qt. capacity. Lift-or-Tilt Hinge. New rack 
J h 4 broiling positions. New 3-piece Triple-X glass dish set. A. C. 
, y, 1320 watts. Removable broiler unit (1500 watts) $9 495 

)$2.50 additional. 


ROAST-OR-GRILLE TABLE — Streamlined, matching table 
obalt blue and white. Holds Roast-or-Grille at cooking $950 
ght. Convenient shelf for pan set, broiler unit, cord, etc. 


) New low priced, fast moving MODEL 108 ROAST-OR-GRILLE in blue and 
ite enamel. Capacity 9 quarts. Automatic oven control with off-switch. New 
hor-Tilt Hinge, new extra thick insulation, new type grille rack, 3-pc. aluminum 
hset, inset pan, cooking chart, instructions. A. C. only, 1000 watts. $1 7% 
novable broiler unit (1320 watts) only $2.00 additional. List— 


Roast-or- Grille 
| COOKS EVERY WAY 
GOES EVERYWHERE 


PROCTOR ELECTRIC COMPANY 
7th and TABOR RUAD, PHILADELPHIA, PA. 
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for eve y the National 
“Easier Campaign | 
A. 


CASH IN THIS 
ARMSTRONG'S | 


Six Reasons Why 


You Get Real Volume with 
This Amazing Portable 
lroner 


1. The Original Portable Ironer 
2. The Priced 


lroner 


Lowest Portable 

3. Guaranteed For One Year 

4. Underwriters and Good House- 
keeping Approval 

5. Backed by Powerful 
Advertising and Sales 
tion 


; 6. Easy to Sell and Demonstrate 


National 
Promo- 


Gormsthovg PORTA-LECTRIC 


The Original Portable lroner 


Armstrong Products Corporation 
Huntington, W. Va. 


Please send complete details and discounts 
Armstrong Porta-Lectric Ironer. 


on the 


() Send information on the Armstrong 
Stove. 


Name 
Address 
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SPRID 


Porta-Lectric’s 
million audience ! 


onl 


95 


fo 


retails 


$26 


Slightly Higher in 
South and West 


Again to be the year’s most profit- 
able success! Armstrong 
Porta-Lectric—the original portable 
First in the field. Estab- 
Profit-proved. More satis- 
A top-quality, bottom- 
priced appliance with a host of fea- 
tures for fast-moving sales! 


ironer 


ironer! 
lished. 
fied users. 


And again .. . well-planned national 
advertising to pre-sell Porta-Lectric 
for you! 


Consistent, persuasive 


messages in Good Housekeeping, 
and 
Woman’s Home Companion. Plenty 


of lively sales aids and promotion 


Better Homes and Gardens, 


material to help you make money 
this spring and summer SELLING 


Porta-Lectrics. 


Now’s the time to get under way. 
The big selling season is just ahead. 
With Porta-Lectric you'll get results 
...» results that add up to dollars 
and cents on the profit side! Sign, 
clip and mail the coupon below for 
full information. The Armstrong 
Products Corp., Huntington, W. Va. 


ARMSTRONG TABLE STOVE 
Cooks three things at once. Frying grid- 
dle; two-side toaster; deep pan broiler. 
Write for new price and discounts. 


Table 


The question about electric rates is rarely asked, but it 
is a mental stumbling block in the mind of the prospect. 


‘Talk the Customer’s Language 
When You Sell RANGES 


Kitchen Modernization offers fine 
wagon for retailer to hitch to 


An interview with 


LEONARD CAMPBELL 


Sales Manager, L @ H Electrics; A. J. Lindemann-Hoverson Company 


HE job of selling electric 
ranges is one of translation. 

If you have ever been in 
court and listened to a foreigner tell- 
ing his story, you know what I mean. 
He jabbers away, not a soul under- 
stands him, and he gets nowhere. An 
interpreter is produced, and right 
away business can proceed. 

Only when we tell the story in the 
customer’s language do we make 
headway. And we must not forget 
that the public today thinks in terms 
of flame type cookery. 

If I were a dealer selling electric 
ranges, I think the first thing I would 
hammer home would be the steps in 
the electric bill. Very few customers 
ever examine their bills to discover 
that there are steps in electric rates. 
They simply turn you off with “Oh, 
my light bill is too high now.” I 
think every dealer’s electric range 
should have over it a chart showing 
how your first 50 kilowatts—the cost 
of lighting your house, etc.—costs you 
4¢ apiece; the next 75, 3¢ apiece; the 
next 100, 2¢ apiece and the next 150, 
and in excess of that, I 
have taken a hypothetical rate struc- 
ture of course, but I want to drive 
home to customers that electricity for 
cooking is very much different and 
cheaper than that for a dozen or so 
lights in the home. 

Second necessity in my opinion, to 
sell ranges is a wired-in range in 
every dealer’s store. I think the local 
utility should see that every dealer 
carrying a range should have one 
ready for action. In no other way can 
the story of quick heating be put 
over, 

Then too, with ranges ready to use 
the store is all set for small demon- 
strations. This phase of seeing, touch- 
ing, handling and cooking with the 
range is going to grow increasingly 
more important, as personal acquaint- 
ance with the device is necessary to 
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sell it rather than demonstra 
tions. 
Possibly the quickest way of get 
ting the community thinking trans 
lated into electric cookery is 
means of cooking classes. Taylor ¢ 
Harvey, merchandise manager of t! 
Public Service Company of Neq 
Hampshire at Manchester, runs cook 
ing classes which I consider ided 
Girls and women come to school ! 
learn new ideas. They pay 25¢ p 
lesson for foodstuffs used. There 
no mention of electric ranges in « 
rolling these classes. However, whet 
the women come into school all 
their cooking is done without any par 
ticular say-so on them. Unconscious! 
they become used to electric ranges 
learn to operate them, and return t 
their homes as missionaries for the 
usage. Nowhere else, I think, is ther 
so effective a vehicle for translati 
of range thinking into the popula 
mind. 
Were I a dealer I should hook 
my range selling with the kitche 
modernization trend. With so muc 
thinking and talk about this moder 
izing subject going on, it would be 
natural for any dealer to run a contes 
on the subject. Offer free diagran 
and cutouts for use in working 01 
the ideal plans. These crisscro: 
diagrams make it easy for a wom 
to sketch her kitchen in exact siz 
The cutouts make it easy to mo! 
around her staple kitchen appliances 
advantageous arrangements. You ca’ 
supply her with a cutout of a stané 
ard electric range 40 in. long and 2 
in. deep. You could supply her wi 
a cutout of a refrigerator, a 5 ft. long 
sink. This all could be printed 
one sheet and handed to any of thos 
entering. For prizes one could g'' 
say, a 30 per cent discount on 
electric range, refrigerator, etc. Th 
would insure genuine prospects entt! 
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® Here’s what this new Wilcolator 
Warranty Bond does for you—it 
gives you big new selling points 
for every range equipped with a 
Wilcolator oven control! What’s 
more, it gives you the proof— 
written proof to back up every 
one of your claims. 
HOW IT HELPS YOU MAKE 
MORE SALES 

You can use this new Wilcolator 
Warranty Bond in countless ways. 


As an “‘opener”’ for example—to 
attract attention to your Wilco- 
lator-equipped ranges. As a 
clincher, when your customer is 
unable to ‘‘make up her mind”’, 
because it proves beyond doubt 
that your range makes baking 
easier—more convenient— more 
economical. As an advertising 
feature, to show your Wilcolator- 
equipped ranges give greater val- 
ue for the money. In fact, any 


ELECTRICAL MERCHANDISING—APRIL, 1939 


tag 
the ¥ aDjUSTED, OVEN 
ve weed 
without attenti, per 
Tue Ww 
LCOLATOR Company 


way you consider it—this new 
Wilcolator Warranty Bond helps 
you make more range sales, 
easier range sales! 
HOW TO GET IT 

This new Wilcolator Warranty 
Bond is available for every electric 
or gas range in your stock. Start 
now to benefit with this new 
Wilcolator sales clincher. Mail 
this coupon to THE WILCOLA- 
TORCOMPANY, NEWARK,N.J. 


Offers 


TO HELP YOU 
SELL MORE 
ELECTRIC OR 
GAS RANGES 


—EASIER! 


CLIP THIS COUPON: 
The Wilcolator Company, Dept. A-4 
17 Nevada St., Newark, N. J. 
Please send me without cost, 
Wilcolator Warranty Bonds. I handle the 


following ranges: 


Name 


Company 


City State. 
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Kitchen 
MODERNIZING 
Approach 


... helped Stuefer, Inc., Minneapolis, 


sell 40 complete kitchens and 30 dish- 


washers on remodelling jobs recently 


AA 
~ 


A man has to be handy with his hands, and clever with measurements to 
make money off of kitchen modernization, says N. E. Kleckner, president. 


THERE there is so much 
smoke there must be some 
fire, W. C. Stuefer told him- 

self not so long ago. As a result, he 

has been one of the first dealers in 

America to take a header off the 

springboard into the deep water of 

kitchen modernization. 

“Tt takes a man with a flare for 
cross-word puzzles to sell this idea,” 
he told Electrical Merchandising. 
“You must follow it up closely, must 
have a knack for putting things to- 
gether. I check over all the measure- 
ments the second time myself to be 
sure they are right.” 

At the start Stuefer, Inc., got vir- 
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tually all its leads from advertising, 
real estate lists, and direct mail. A 
card index file of Minneapolis con- 
tractors was not so prolific. 

To date the firm has installed some 
40 complete kitchens. Seventy-five 
per cent of the business comes from 
houses that are being remodeled and 
the balance from new homes. W. G. 
Stuefer works with architects. 

The firm installs its own cabinets 
and electrical appliances. It sublets 
wall finishes, painting and linoleum 
jobs. The average price per kitchen 
has been around $900 and virtually 
all jobs have been paid for by check 
or within 30 days. 


Asromy oF 


This is the type of blueprint that Steufer gives prospective customer for 
kitchen modernization job. 


Mr. Stuefer and H. L. Moore, 
kitchen expert, feel that the average 
job is sold to a man with an income 
of around $300 a month and owning 
a $15,000 home. 

“A man won't let you fool with his 
place until he has a lot of confidence 
in you,” declares Mr. Stuefer. “Then 
he lets you go the limit. I remember 
a fellow who turned over his house 
to us while away. Our man turned 
off the heat in the course of his work. 
There was a bit of freezing weather 
and I remember of going out one 
night in order to re-light the gas fur- 
nace so that nothing could freeze. 
That’s how you have to play ball with 


STEPS TOAS 
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The great job in kitche 
modernization says W 
G. Steufer, lies in im 
Pressing on prospect 
what their job is going 
to look like. Note boot 
of photographs, 


A STUEFER PLANNED KITCHEN wus o 


© Tes fen You 


all the people who believe in you.” 

Stuefer, Inc., is a GE house and 
M. E. Kleckner, the president, and 
W. G. Stuefer, the secretary, have 
been in business 12 years. The firm 
has five salesmen working on the GE 
line. Oddly enough, Mr. Stuefer re- 
lates, very few leads for remodeling 
jobs have come in from the appliance 
salesmen, but they expect more from 
them in the future. 

The house has sold 30 dishwashers 
within recent months and finds the 
best argument is the fact that it 1 
gentle with expensive dishes, and cat 
clean them up in more sanitary mat- 
ner than a maid. 


a 
Nog 
~4 
a. 
» RS ff 
§ FOUR | ‘TUEFER PLANNEDKITCHEN 
| d fe BEEN APPARANT — COUNTLESS WEARISOME 
as 


SELL 
YELECTRIC 
QOASTERS 


Proved Consumer 
Acceptance 


ot job in kitche 
zation says W 
fer, lies in im 

On prospect 
sir job is going 
like. Note book 
hotographs, 


Attractive Profit 
Margin 


MKB Roaster Adver- 
fising Program 


Saturday Evening 
Post Adivertising 


WESTINGHOUSE 
AUTOMATIC IRONS 


NE 


PACEMAKER 
ADJUST-O-MATIC 


A brand new, smartly , 
streamlined automatic 

iron that sets the pace in 
value. Fabric-marked 
heat control lever. 5 


pounds, 850 watts. 


Westinghouse Presents 


THE 


ye in you.” 
house and 


A sensational hit — with retailers and consumers 
alike! That’s the story of the striking all-white 
Automeal, first tested as a special Christmas 
gift feature. And now, to provide still greater 
sales appeal— three outstanding new selling 
features have been added — features that will 
make this brand new 1939 model Automeal 
hotter than ever. No other electric roaster can 


3 EXCLUSIVE NEW 


give you the wide acceptance enjoyed by the 
Westinghouse Automeal — outstanding sales 
leader in the field. No other electric roaster is 
backed by such powerful national magazine 
advertising in 1939. Get the complete Automeal 
promotion story now — from your Westinghouse 
distributor. Or write Dept. 9077, Westinghouse 
Electric & Manufacturing Co., Mansfield, Ohio. 


SELLING FEATURES 


NEW “LID-HOLDER” 


STREAMLINE 
ADJUST-O- MATIC 


The pioneer light- 
weight streamline 
automatic iron... 
the most-copied iron 
in America. 4 pounds, 
1,000 watts. 


STANDARD 
ADJUST-O-MATIC 


Westinghouse quality 
features in an attractive 
low-priced iron. Fabric- 
marked heat control. 6 
pounds, 700 watts. 


Ask your distributor about the 


sident, and NEW “LOOK-IN LID” “HALL OVENWARE” DISHES 
etary, have — BIG (WY) SUMMER IRON ACTIVITY 
The firm raising the lid. Does not steam up perfect for cooking, and most wise or lengthwise position while 
to cut down visibility. Offered attractive for table service. Offered food is inserted or removed. Offer- 
on the GE only in the Automeal. only in the Automeal. ed only in the Automeal. 
Stuefer re- 
remodeling 
more from 
lishwashers 
| finds the 
that it is 
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HIS 


MANY 


f 


SALE 


Sexuie a washing machine these 
days is a highly competitive job. 
Buyers sometimes feel that in me- 
chanical features and efficiency all 
washers are pretty much on a par. 
Often the sale swings on your 
being able to demonstrate just 
one outstanding and easily recog- 
nized extra value. 

Right here is where dealers, who 
can show the well-known Armco 
label on their porcelain enameled 
appliances, have a strong selling 
advantage. 

For a quarter of a century 
Armco national advertising has 


a 
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been telling home makers that 
when porcelain enamel is fused 
on a base of Armco Ingot Iron, 
the tenacious bond between the 
two means lifetime beauty for 
that glossy finish. 

When the washing machines, 
ranges and refrigerators you sell 
are made of Armco Ingot Iron, 
manufacturers can attach the 
familiar Armco label to them. Ask 
them how you can get the benefit 
of this valuable sales assistance, or 
write to us direct. The American 
Rolling Mill Company, 601 Curtis 
Street, Middletown, Ohio. 


ARMCO Ingot Iron 


NAME KNOWN TO MILLIONS 


STATISTICAL 


A DIGEST OF FIGURES INDICATING THE 
PROGRESS OF ELECTRICAL APPLIANCE SALES 


compiled by Marguerite Cook 


Market Analysis Department 
Electrical Merchandising 


REFRIGERATORS 


A gain of 36.82% in unit sales of 
household electric refrigerators was re- 
ported for February 1939 against Febru- 
ary 1938 by the Edison Electric Insti- 
tute, on the basis of shipments by NEMA 
refrigerator members. Thus, with one 
exception—that of February 1937 when 
industry sales totaled 245,718 units— 
February 1939 made a far better showing 
than any other February since the begin- 
ning of the industry. Supplemented by 
the January increase of 42.98%, the two 
months’ volume stands 39.41% higher 
= that of the same two months of 


145,096 refrigerators 
2 MOS. 1939 ...... 348,636 refrigerators 
250,080 refrigerators 

Saturation, January 1939—12,101,000 


homes, or 51.67% of total wired homes. 


Additional information incorporated in 
NEMA statistics reveals important gains 
for the 6—6.99 Cu. Ft. models, with con- 
sequent losses in models of other sizes. 
Whereas in the first two months of 1938 
only 44.24% of the total volume was done 
in the 6—6.99 Cu. Ft. models, in the same 
period of 1939 this model’s share of the 
business amounted to 54.28%. Following 
is a summary, in percentages, showing 
refrigerator sales by sizes of boxes: 


Type 2 Mos. 2 Mos. 

1939 1938 

Chest Size 06% 02% 
Upto 4.99 Cu. Ft. 11.15% 12.56% 
5 to 5.99 Cu. Ft. 22.70% 25.79% 

6 to 6.99Cu. Ft. 54.28% 44.24% 

7 to 7.99 Cu. Ft. 4.22% 10.36% 

8 to 9.99 Cu. Ft. 7.38% 6.18% 

10 to 12.99 Cu. Ft. 14% 39% 
13 Cu. Ft. and Up 07% 46% 
100.00%  100.00% 


It is also interesting to note from com- 
parison reports of NEMA that sales of 
lacquer finish models versus porcelain 
models were as follows: 


BAROMETER 


Annour 
Testi! 
a of ba 
March 
outy 
ree MO! 


2 Mos. 1939 2 Mos. 19 
per 


Lacquer Models .... 91.42% 87. 


Porcelain Models . 8.58% AR. 19 
19: 
100.00%  100.00% 
Mos. 
WASHERS 


The February 1939 volume of ho; 
hold electric washing machines, totaj; 
119,572 units, was the highest of ; 
month in the past seventeen. Contras 
with Februaries of other years, the |! 
volume ranks second only to Febry; 
1937, being 12.36% mnder that month, 
41.10% ahead of 1938, 5.39% ahead 
1936 and 20.48% ahead of 1935. 


119,572 washe 

Saturation, January 1939—13,48]) 


homes, or 57.56% of total wired hom 
Sales by Price Classifications 


Units Av. Ret. %t 
Price Tot 
Below $40.00 
2 Mos. 1939 19,946 $ 36.13 9.01 
2 Mos. 1938 10,061 $ 35.10 6.6 
$40-$49.99 
2 Mos. 1939 33,589 $ 47.57 
2 Mos. 1938 16,929 $ 48 
$50-$69.99 


2 Mos. 1939 t 
2 Mos. 1938 67,511 $ 63. 


$70 & Over 
2 Mos. 1939 57,530 $103.86 235. 
2 Mos. 1938 56,676 $105.02 37.49 
Total 
2 Mos. 1939 221,393 $ 68.33 100% 
2 Mos. 1938 151,177 $ 75.30 100% 


GAS ENGINE WASHERS 


A unit increase of 3.19% for Februar 
1939 versus the 1938 comparative was 1 
ported for gas engine washer sales by t 
American Washing Machine Manuia 
turers Association. Accordingly the t 
month’s volume, bolstered by the Jan 
ary gain of 31%, shows an advance 


16.38% over the same months of 19 


RETAIL SALES OF HOUSEHOLD APPLIANCES BY INDEPENDENT STORES, 
COMPARED WITH MANUFACTURERS’ SALES OF ELECTRIC REFRIGERATORS 


Retail Sales Manufacturers’ 

Household Appliances Refrigerators [ib 

Feb. 1939 Feb. 1939 Feb. 1939 Feb. 193% M 

No. vs. vs. vs. vs. BM 

Dealers Jan. 1939 Feb. 1938 Jan. 1939 Feb. 193 

Middle Atiantic (1 state).... 49 + 2.7% —4.9% +32.9% 
49 + 2.7% — 49%, + 329% 
East North Central (4 states) 55 + 3.1% —3.7% + 8.6% 
Indiana .... 10 +21% —135% + 1.6% 
22 + 83% + 90% — 1.1% 
9 + 0.1% —41% + 18.8% 
West North Central (4 states) 30 + 61% + 66% +69.9% 
Kansas ... 8 +11.4% +25.8% + 65.4% 
Missouri ..... 8 +1704, +14.1%, +114.2% 
Nebraska ........ 4 + 4.6%, + 43% + 37.4% 
15 —17.1% 4.3% +73.4% 
Dist. of Col.. a 6 —22.47, + 5.2% — 11.3% 
Alabama .. 4 — 1.5% +6487, + 47.5% 
5 + —18.1% +103.7% 
West (6 states)............. 151 — 3.9% — 3.9% +19.6% 
Montana . 5 —0.9% + 10% + 668% 
..... 5 +132% —128% — 112% 
California 115 — 3.6% — 3.2% + 18.0% 
Oregon .... —!1.0% —21.1% + 58.0% 
8 +18.0%  +384% + 16.1% 
300 —0.4% —2.9% +29.1% 


Retail Seles—Department of Commerce. 


Mfrs. Sales—National Electrical Manufacturers Assn. 
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T STORES, 
SERATORS 


ufacturers’ Sal 
Refrigerators 

1939 Feb. 19 
vs. 

Feb. 193 
9% +25.0 
+ 25.07 
6% 
+ 18.99 
+ 35.89 
+ 364) 
+ 
9% +404 
+ 43.8 
+ 320° 
+ 43.8 
F 33.9 
4% +15.6° 
295) 
+ 11.5% 
+ 25.5% 
6% -+39.5° 
+ 101.79 
+ 20.0% 
+ 43.89 
+ 52.4%, 
+ 21.0% 


1% +31.1% 
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10,313 gas washers 


9,994 gas washers 
18,401 gas washers 
Mas. 1938 16,168 gas washers 


IES LAMPS 


Announcement is made by the Electri- 
| Testing Laboratories that the num- 
- of base tags issued for LE.S. Lamps 
Marc! h, 1939, exceeded the comparable 
8 output by 21.89%—thus ending the 


- months’ period 34.51% ahead of the 


me period of 1938. 
AR, 1939 ..... 27,915 IFS Base Tags 


22,900 IES Base Tags 
1939.. IES Base Tags 
Mos. 1938.... 81,060 IES Base Tags 


IRONERS 


The electric ironer remains the one 


trary item of the laundry group— 


ing its sales course downward instead 
upward. According to recent bulletins 
the American Washing Machine 
wnufacturers Association, February 
80 failed by 25.94% to meet the record 
February of last year, thereby result- 
, in a loss of 17.97% for the two 
mths. 


10,823 ironers 
16,224 ironers 
19,790 ironers 
Saturation, January 1939 — 1,449,100 


mes, or 6.19% of total wired homes. 


RANGES 


It is noted from reports of NEMA 
t the manufacturers constituting its 
nge membership sold over 4,000 more 
wehold electric ranges in February 
89 than in February 1938; thereby 
nging the total volume for the two 
onths of 1939 up to 55,132 ranges com- 
red with 41,128 sold in the two months 
1938. In percentage of increase this 
punted to 19.58% for February, and 
05% for the two months. 


27,058 ranges 
22,628 ranges 
41,128 ranges 
Saturation, January 1939—2,250,170 


mes, Or 9.61% of total wired homes. 


WATER HEATERS 


Although not strictly comparable, since 
1939 figures come from 15 manufac- 
ers compared with 13 reporting for 
88, NEMA compilations indicate a rise 
5841% in February sales of house- 
ld electrically-operated water heaters. 
he gain for the two months amounts to 


5,134 units 
10,201 units 


VACUUM CLEANERS 


After the poor start of January, in 
hich sales of floor cleaners fell 21.16% 
tow comparable sales of 1938, Feb- 
ry took an encouraging upswing, ad- 
aicing 7.14% beyond February 1938. 
his volume, while 22.74% under that of 
same month of 1937, was the largest 
any previous February back to 1931 
- monthly records were first com- 


Hand cleaner sales for February re- 
kined about parallel with the 1938 cor- 
sponding volume. Following estimates 
industry sales come from the Vacuum 
taner Manufacturers Association: 


aS 87,140 floor cleaners & 
25,182 hand cleaners 
ae 81,334 floor cleaners & 
25,370 hand cleaners 
MOS. 1939....165,893 floor cleaners & 
49,028 hand cleaners 
Mos. 1938.....181,221 floor cleaners & 


50,243 hand cleaners 


Saturation, January 1939—11,467,460 
mes, or 48.96% of total wired homes. 
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% When a customer says something like the above, 
compliments on your selling ability are in order. You 
sold something that so pleased the customer she gladly 
did your next sales job for you. 


In spite of changing:styles, housewives don’t buy electric 
ranges, refrigerators, washers, or ironers every day. So 
insist on selling the best porcelain enameled models 
on your floor. If you do, customer satisfaction and 
more sales will result. 


The one finish for an electric appliance which is end- 
lessly durable, positively sanitary, scratch and fade proof, 
everlastingly beautiful, is porcelain enamel. And more and 
more appliance manufacturers are using LUSTERLITE 
porcelain enamels because they know them to be the 
standard of excellence. 


Rememter: the more LUSTERLITE on 


gilt the appliance you sell the greater customer 
satisfaction—the more repeat sales. Tell your 
supplier that you want every appliance on 
RM your sales floor to carry the LUSTERLITE 
asc |) label. It will be an added selling point for 
cm} you—(a powerful one). 


CHICAGO VITREOUS ENAMEL PRODUCT COMPANY 
1407 South 55th Court 


CICERO, ILLINOIS 


Chicago Vitreous Enamel Product Co. 
1407 South 55th Court, Cicero, Illinois 
Okay — send me a free copy of the 92-page 
ae 4 “How to Increase Case Sales.” 


We didn’t write nor publish this 
92-page, case-bound book, but 
we want to send youa copy with 
our compliments — absolutely 
FREE of all cost or obligation. 


This book was produced by an Name 

“Institute” incorporated not for Fi 

profit, and the work has met with —_ 

wide acclaim among those inter- Addves 

ested in appliance selling. You 5 ius 
will find it extremely helpful Town 
for every member of your sales 

staff. Send for it today —NOW. State ama 
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SPIN THE DIAL OF SALES POSSIBILITIES FOR 1939... 
AND YOU WIN WITH NESCO ELECTRIC ROASTERS 


NESCO Electric Roasters offer the greatest profit ibilities with 
the largest unsold market. 970 out of every 1000 housewives have ' 
yet to = an Electric Roaster; 970 housewives who can be sold if 
told the eceues story. Sell the market easiest to sell, with NESCO, 

the Electric Roaster that’s easiest to sell. 


SPIN THE DIAL OF ELECTRIC ROASTERS...AND 
AGAIN YOU WIN WITH NESCO 


The new and improved line of NESCO Electric Roasters leaves | 
nothing to be desired. NESCO — the original Electric Roaster — 
continues to lead the field in 1939. There is a model to fill every 
requirement, priced to reach purchasers in every income bracket. 
You will reap new profits if you will tell your customers what 
NESCO Electric Roasters will do—and how easily and economically, 

too. See your distributor or write for complete information today. 


Identify yourself with the extensive Elecwic Roaster promotional program of 
the Modern Kitchen Bureau being conducted in leading magazines. Bring 
back the Golden Age of Appliance Profits by taking advantage of the vast 
pre-sold market this program will create. Write to the Modern Kitchen | 
Bureau or NESCO for complete information on this profit-making program. 


ELECTRICAL DIVISION 


NATIONAL ENAMELING 
AND STAMPING COMPANY 


273-E NORTH 12TH STREET 
MILWAUKEE » WISCONSIN 


= 
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Merchandising Review of the Month 


April 1939 


NEW G-E VACUUM 
CLEANER POLICY 


NEW YORK—A new merchandising 
policy for vacuum cleaners, a new and 
jower price structure, and a new and sim- 
plified product line were presented simul- 
taneously to a group of trade editors 
recently by A. L. Atkinson, manager of 
the General Electric vacuum cleaner sec- 
tion, Bridgeport, Conn. 

“On the basis of our experience in 
selling cleaners through distributor and 
dealer channels over the past 11 years 
we are taking a step which we feel to be 
Bilogical, constructive, and of ultimate 
benefit, not only to distributors and 
Seen dealers, but to the public,” Mr. Atkinson 
% declared. “Although we all concluded 

that cleaners reached the accepted or 

traffic’ stage several years ago, an 
aalysis of industry sales figures today 
~~ Re indicates that a major portion of the 
business is obtained by direct-selling 
ganizations, by way of intensive sales 
x res methods at the point of sale. There have 
been many changes and improvements in 
the art of selling a cleaner, but basically, 
specialty selling methods continue, ac- 
counting for approximately 65 per cent of 
the business. The result has been that 
7 f the dealer in many instances does not 
ae realize that he can apply semi-specialty 
yf Y, methods in his own store by identifying 
ath, 


fp himself as the established vacuum cleaner 

outlet in his community, and share in the 

=~ See substantial cleaner business being done 
\ al around him. 

aes \ “We have studied the problem from all 

Meee angies,” he continued, “including that of 

at applying direct selling methods, and have 

concluded that ultimately cleaners must 

become a traffic item. It is both the 

distributor’s salesmen and the dealer, 

however, who must be equipped with a 
short, simple, but forceful method of 
demonstrating and selling the cleaner in 
the store. The necessity for this arises 
from the fact that both handle a diversi- 
fied line of products and they must make 
the most of the somewhat limited time 
they have to devote to their sale. 

“This all sums up to two facts—that 
we have a public willing to buy good 
merchandise at a reasonable cost, and 
that we have dealers willing to handle 
merchandise that will earn them a rea- 
sonable profit, provided there is a de- 
mand for it, and that they can be in- 
structed how to sell it. To meet this we 
devised in the new Magic Demonstrator 
asimple and effective method of getting 
the story to salesmen and prospects— 
and we have admitted that it is logical to 
demonstrate cleaners to customers in the 
Manner to which they have become ac- 
customed.” 

As factual exhibits bearing out the new 
Policy, Mr. Atkinson presented G-E’s 
new line of cleaners—simplified to three 
floor-type and two hand-type models; 
the new “magic demonstrator” which 
tnables a salesman to give a “better-than- 
home” demonstration on a square foot 
Sf counter space; and a new price 
Structure ranging, for floor models, from 
$29.95 to $44.95. All of the new cleaners, 
with the exception of one hand-type, em- 
Ploy the motor-driven brush. 


{ANDISING 


E. V. Oehler, vice president, Briggs 
& Stratton Corp., Milwaukee, releases 
details on $10,900 prize contest to 
stimulate gas-engine washer sales. 


MILWAUKEE, WIS.—The Briggs & 
Stratton Corporation, manufacturers of 
gasoline engines for washing machines 
and other purposes, has announced three 
big prize contests, to run simultaneously 
from May 15 to July 25, with prizes 
and cash totaling $10,900, according to 
E. V. Oehler, vice-president of the com- 


BRIGGS & STRATTON OFFERING $10,900 IN 
PRIZES TO SPEED GAS-ENGINE WASHER SALES 


Consumer, Dealer and Manufacturers Salesmen Eligible 
to Compete in Contest to Bring Customers Into Stores 


pany. The prize contests, all designed to 
bring gas-engine washer prospects into 
the dealers’ stores, consist of one aimed 
at the consumer with 53 prizes totaling 

,900; a second for washer dealers with 
54 cash prizes totaling $2,200; and a 
third to salesmen of washing machine 
manufacturers with 54 cash _ prizes 
totaling $2,200. 

The consumer contest is directed to 
farmers living beyond the high lines— 
the farmers without electricity who are 
natural gas-engine washer prospects. 
They will be informed of the contest and 
the rules governing it in a series of ads 
in the farm papers scheduled to run in 
Farm Journal and the Farmers Wife, 
Successful Farming, Country Home and 
Capper’s Farmer. Only those farmers 
without electricity are eligible to enter 
and one of the rules for entrants is 
that they must have a dealer’s name, 
address and personal signature on their 
entry blanks to insure that they are 
brought into the dealer’s store. 

The contest itself is in the form of a 
quiz in which the farmer supplies a rea- 
son he would like a power-driven washer, 
why they should buy now inasmuch as 
gas and electric driven washers are alike 
except for the power, and a list of appli- 
ances, tools and machinery now owned 
which are at present, or can be powered 
by gas motors. If the farmer buys a 
gas-engine washer during the period of 
the contest and wins one of the 48 
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solidated Edison and Mr. Jeffe. 
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Launching $10,000,000 Refrigerator Campaign 


E. F. Jeffe, vice president, Consolidated Edison of New York addressess 2,000 
dealers, distributors and manufacturers at the opening of the campaign to sell 
$10,000,000 worth of refrigeration in New 
Kelvinator, vice president; Glenn O'Hara, Norge eastern sales manager; H 

Machold, vice president, Niagara-Hudson; J. S. Knowlson, chairman of board, 
Stewart-Warner; C. R. D'Olive, Stewart-Warner, Floyd Carlisle, chairman, Con- 


York. Left to right: Henry Burritt, 


state prizes, he becomes eligible to win 

a $100 cash prize in addition. 

The Dealers’ and the Salesmens’ con- 
tests are based on the Consumer Contest 
and they can only win if one of their 
customers wins. In this way it is ex- 
pected that dealers will attempt to get 
as many of their prospects signed up as 
possible during the duration of the con- 
test. 

The five grand prizes in the contest 
(which will be selected from the winners 
of the 48 state prizes) consist of (1) a 
20-day coast-to-coast trip to both World's 
Fairs or $750 in cash; (2) $500, (3) 
$200, (4) $150, (5) $100. 

Judges of the contest will be Kirk 
Fox, editor, Successful Farming; Gra- 
ham’ Patterson, publisher, Farm Journal 
and Farmer’s Wife; Ray Yarnell, Editor, 
Capper’s Farmer; J. R. Bohnen, execu- 
tive secretary, American Washer & 
Ironer Manufacturers Association and 
Rivers Peterson, managing director, Na- 
tional Retail Hardware Association. 


Gallagher Celebrates 25th 
Anniversary 


NEWTON, IA.—Silver anniversary of 
his entry in the home laundry appliance 
industry was celebrated by W. Neal 
Gallagher, president of the American 
Washer and Ironer Manufacturers Asso- 
ciation and head of the Automatic 
Washer Company at Newton, Iowa. 

A quarter of a century ago Neal Gal- 
lagher got a job as a factory bookkeeper 
with Fred Bergman, whom he believes 
the father of the washing machine indus- 
try. Two years later he became associ- 
ated with the Automatic Washer Com- 
pany and swept out the office, shipped 
washers and wrote collection letters. After 
the World War he organized his public 
utility department and built it to a point 
where 65 per cent of the Automatic pro- 
duction was sold to public service com- 
panies. 

In 1926 Neal Gallagher became Auto- 
matic general sales manager and in 1931, 
president. 


Chicago Home Show to Display 
Appliances 


National House and Garden Exposi- 
tion, to be held at the Coliseum in Chi- 
cago, May 13-21, will have a special sec- 
tion devoted to home furnishings and 
appliances. This is the first time space 
has been given over to this classification, 
according to John A. Servas, exposition 
manager. 
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4 Additional Grand Prizes, rorarcash . . 


| Prine is a 20-Day Round Trip irom your home, for 
any time after August @0th. Trip includes Puikm 
meals, best hatels, sight- seeing tours. plus spending money-—~or 


$750.00 
In Cash 


& 


Grand Prizes will be awarded to the Five Best Entries, selected in 
order of merit, from the 48 State Prize Winning Entries. Grand Prize 
Winners receive both a Grand and State Prize. 


48 Individual State Prizes, vaxve si00.00 eacn $4,800.00 


State Prizes will be awarded to the Best Entry from each of the 48 States. 


HOW TO ENTER 


Just answer these three simple ques- 
tions, after reading the “Hints on How 
to Win”. Follow the Easy Rules. 


I would like a modern washer, 
power driven by a Briggs & 
Stratton 4-cycle gasoline motor, in our 
home, because... 
(Complete sentence in 35 additional werdoer leas) 


Since gasoline and electric wash- 
ers are exactly alike except for 
the power, the thing we farm people 
should do is buy a washer, powered 
by a Briggs & Stratton 4-cycle gaso- 
(Complete sentence in 25 additional words or less) 


Following is the list of appliances. 

tools, machines and equipment — 
used in farm homes and on farms — 
which are now. or can be, powered 
by Briggs & Stratton 4-cycle gasoline 
motors, available in 4% hp., % hp., 1 
hp., 2 hp., 3 hp., 4 hp., 5 hp. models, 

(Start with the suggested list given 

in “Hints on Question No. 3”. 

Add as many more as you 

can, numbering consecutively.) 


eee 
Be Sure to Give This Information 
Your Dealer's Name Your Name 
Address Address 
Town or City P. O. Box or B.F.D. 
State Post Office 
Dealer Signature State 
eee 
Mail your entry to this address: 
Contest Judges 


BRIGGS & STRATTON CORP. 
Box 2051, Milwaukee, Wis. 


NOTE PARTICULARLY — your entry is 
eligible only if you are living in a 
home, or on a farm, that is NOT using 
connected high-line electric service. 
DON’T FORGET — your entry is not eli- 
gible unless you have visited your Deal- 
er's store, and he, or one of his sales 
people, has personally signed your entry. 
(Your dealer can give you information 
and suggestions to help you win.) 


BRIGGS & STRATTON) 


wavart ose 


GASO 
MOTORS 


OSE State Winners who have purchased a washing 

machine, powered by a Briggs & Stratton 4-cycle gaso- 
line motor, during the contest period (May 15th to July 
25th, 1939) will be awarded $100.00 in cash. 


All other State Winners will each be awarded an order 
for $100.00 on the dealer who signed his or her winning 
entry blank — this to apply on the full regular retail 
price of any washing machine of the winner's selection, 
sold by the dealer, and powered by a Briggs & Stratton 
4-cycle gasoline motor. If the price of the washer se- 
lected is less than $100.00, the difference in cash will be 
sent by the Briggs & Stratton Corp. to the winner. 


This contest is being conducted to prove to those people 
living in farm homes without high-line electric service, 
that modern work-saving power appliances are available 
in models that do not require electricity. 


For example, a modern washing machine, powered by 
a Briggs & Stratton 4-cycle gasoline motor, ends back- 
breaking hard work — saves time, health and money — 
and, in addition, does a better washing, more quickly, 
than the old-fashioned scrub-and-rub methods do, 


See the new gasoline washers at your dealer's 
— and enter this interesting Quiz Contest now. 


i Anyone residing in any state in the U.S., and living in a 
home, or on a farm, that is NOT using connected high-line 
electric service, is eligible to enter this contest. Submit as 
many entries as you wish. Every member of the family may 
enter. Employees of the ~~ ,* & Stratton Corp., their adver- 
tising agency, or members of their families, are not eligible. 
2 You may make your entry on plain paper. Give all the 
information requested, following the form shown at the left. 
as Simply answer the three qoactione given in this Quiz Con- 
na Nos. 1 and 2 must be completed in 25 addi- 
tional words, or less. Make your list under Question No. 3 
as long as you can. 
4 Each entry must include the name and address of the Con- 
testant‘s washing machine dealer, and must be signed by 
the dealer, or one of his sales people, personally. 
5S Mail your entry to this address: Contest Judges, Briggs & 
Stratton Corp., Box 2051, Milwaukee, Wisconsin. 
6 Contest closes July 25th, 1939. All entries must be mailed 
and postmarked not later than midnight of that date. 
7 One State Prize will be awarded for the best en from 
each of the 48 States. From these 48 State Winners the judges 
will select the winners of the 5 Grand Prizes, in order of merit. 
8 All entries will be judged on the basis of sincerity, clear- 
ness, and = Penmanship and fancy entries do not 
count extra uplicate prizes will be awarded in event of 
ties. No entries will be returned, nor can the Briggs & Stratton 
Corp. undertake to engage in any correspondence regarding 
them. All entries, ideas and contents thereof, become the 
property of the Briggs & Stratton Corp. 
Contest subject to Federal, State and Local regulations. 


Following are the contest judges whose decisions are final. Prize 
Winners will be notified as soon as jud 


Successful 
Graham Patterson, Publisher, The Farm Journal & Farmer's Wife 
4. R. Bohnen, Gane. Sec’'y, American Washer & troner Mfrs. Assn. 
Rivers Peterson, Managing Director..Nat. Retail Hardware Assn. 


BIG PRIZES 


VALUED AT 


48 State Prizes, $4 $4,800.00 


Value $100 
Eoch State Prize Winner is eligible 
to win one of the 5 Grand Prizes. 


Ast Grand Prize, 759.00 


2nd Grand Prize - $ 500.00 
3rd Grand Prize - $ 200.00 
4th Grand Prize - $ 150.00 
5th Grand Prize - $ 100.00 


These hints and suggestions make the contest easy. 
Read them carefully and you will find the answers 
to the Quiz Questions simple to write. 


HINTS ON QUESTION No. 1 


Modern washing machines, powered by Briggs &Stratton 
4-cycle gasoline motors are built for women to oper- 
ate. They end back-breaking hard work, save time for 
other things, save strength and health, save wear and 
tear caused by old-fashioned rubbing and —— 
— and clothes are washed cleaner, whiter, fresher 
and more quickly. 

Briggs & Stratton yn gasoline motors are 

for easy starting, simple to operate, dependable, rug 

ged a | require Witte attention. They are famous every. 
where for trouble-free long life and econom 

than a million used prove the superiority of Biggs & 
Stratton 4-cycle design and 


HINTS ON QUESTION No. 2 


Modern washers Fmagomen hey Briggs & Stratton 4-cycle 
gasoline motors are @ actly the same as electric wash- 
ers, — for this one erence — one is powered 
by oy 49 asoline motor and the other by an electric mo- 
e washers themselves operate alike and wash 
alike. because they are built exactly the same. 
Knowing that gas washers provide the same conven- 
ience and economy as do electric models, there is no 
reason why anyone should deny himself the = 
tages of a gasoline power washer even if high-line 
electric is ever aye to come. 
Particularly is this true beca a modern washing 
machine, powered by a Briggs & s & Stratton cle gas- 
oline motor, can easily into an electric model, 
merely by installing an electric motor in place of the 
asoline motor. This costs little, can be done in just a 
lew minutes with ordinary tools — and the a. A 
washer motor will then be available for many other uses. 
The electrification of all the farms of this country 
would certainly be a wonderful thing, but unfor- 
tunately, d the ding of hundreds of millions 
of dollars, high-lines are being extended slowly. y. Up 
to January Ist of this year, less than one-fifth of 
U.S. farms had electricity. 
In 10 years an bee of less than 90,000 farms have 
electrified each year and even at the present 
rate, with public utilities and R E A working omnes. 
it will take about 20 years before one-half the 
farms will have electricity — if this is ever TR 
There is much talk about farm electrification, but un- 
a is built to you, 
‘t put enjoying the advantages and 
Ppliances, such powers 


HINTS ON QUESTION No. 3 


gasoline motors — regular! 
and 5 hp. m els — are used an iorsed by mor 


manufacturers than any other gasoline motor in 
the world. More than a million of them are saving 
time —earning doe furnishing er for 
— appliances, tools and er equipment. 
ces and farm ent can Begin 
ing: list. Continue to Pand number many 
more as you can: 


1. Washing Machines 
2. Water Systems 
3. Garden Tractors 


5. Milking Machines 
6. Sprayers 


A “Quiz” Contest for Farm People Living in Homes Without Electricity —— 
, washers, can Ting to you. 
‘ 4.1 
» BRIGGS & STRATTON CORP. MILWAUKEE, WISCONSIN, U.S. A. 
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h Flavor Days Long 
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As the selling season advances the tre- store. For every part of Frigidaire’s new 
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Made 
aire Dealers once again have @ great ad- other sales-producing features give Frigid- 
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Original Freshne 
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ca 
Frigidaire’s sensational new 
story. It's the greatest news since 
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General Electric Builds 1.000 Room 
Coolers For A Single Texas Customer 


Here is a group of General Electric 


customer. 


air conditioning officials surrounding the 
specially designed room cooler unit of which 1,000 were shipped to a single 


Left to right: R. U. Berry, L. L. Lindauer, J. J. Donovan (manager 


of the division), Charles Kribs, and Elliott Harrington (chief engineer). 


The Texas customer for 
coolers wanted a test on the ground 


1,000 room 


—in a hurry. So here they are load- 
ing a sample to fly across the conti- 
nent. 


BLOOMFIELD, N. J.—One of the 
largest air conditioning contracts in the 
organization’s history was obtained late 
in February by the General Electric air 
conditioning department when an order 
was closed for 1,000 specially built room 
conditioners with a large Texas corpora- 
tion. The contract resulted from sus- 
tained effort over a six-month period on 
the part of both district and headquar- 
ters selling organizations. It involved 
the speedy design and manufacture of a 
new room unit to meet specified condi- 
tions, and wound up with a dramatic 
“deadline delivery” by plane across the 
continent in order to test the equipment 
before the eyes of the customer on the 
date designated. 

Purchaser of the equipment is a corpo- 
ration owning considerable business prop- 
erty in Texas, including the Chamber of 
Commerce building in Houston. The 
decision to air condition several of the 
buildings, was made last summer, and the 


consulting engineers, Kribs and Land- 
auer, of Dallas, invited R. U. Berry, 
G-E south-west district manager, to sub- 
mit a proposal. Specifications were 


turned over to the company’s commercial 
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engineering section in Bloomfield, N. J., 


and a new unit, similar in certain re- 
spects to an existing model, was sug- 
gested. The consulting engineers then 
desired to see proof of the claims, and 


requested the building of a sample unit, 
to be tested in Houston on January 5. 
The request was made midway in No- 
vember. 

The final sample was completed in 
Bloomfield late on January 3 and was 
rushed to Newark airport for express 
delivery. The Eastern Airlines plane was 
delayed for half an hour until a way was 
found of slipping the crate through a 
too-tight doorway. The shipment was 
transferred in Atlanta to a Houston plane 
and the latter was held up in New 
Orleans by bad weather, finally being 
transferred once more to a train to com- 
plete the journey. 

On the floor of the Air Conditioning 


| Corp. in Houston, G-E distributors, a | 
plenum chamber was constructed of 
Celotex and tape, and a blower was 


| employed to simulate favorable and un- 


favorable wind conditions. The tests 
were of particular importance because the 
buildings in which the units are to be 
located are completely exposed to widely 
varying winds. Elliott Harrington, com- 
mercial engineering manager from 
Bloomfield, was on hand to assist with 
the tests, which resulted in the later con- 
tract. 

The new unit built for the Houston 
Order is the most compact for its ca- 
pacity and functions ever built in Bloom- 
field, supplying year-round conditioning, 
with heating and cooling, dehumidifica- 
tion, filtering, ventilation, and circulation 
of air. The unit contains fans, cleanable 
filters, and heating and cooling coils, and 
requires a remote compressor and heat 
supply. All parts are accessible for serv- 
icing. The unit is 40 inches long, 27% 
inches high, and 15 inches deep. Con- 
struction company on the job is the 
Charles G. Heyne Co. 


A. J. Frank, Dead 


Albert Joseph Frank, 43, sales promo- 
tion manager of the Warren Telechron 
Company, Ashland, Mass., died suddenly 
March 19, of a heart attack at his home 


| in Framingham Center, Mass. 


SAN FRANCISCO 
LIMITS PIN-IT-UPS 


Alleges Damage Caused 


SAN FRANCISCO, CALIF.—Dam- 
age caused by cheaply constructed pin-it- 
up lamps is the reason given by the De- 
partment of Electricity of San Francisco 
for the recent ruling issued by Chief R. 
W. Wiley limiting their sale in San 
Francisco. The ordinance provides that 
the lamps may not be sold unless they 
meet the following requirements: 
They must possess an approved porce- 
lain or bakelite holder. 2. Where the 
rubber-covered cork conductors are con- 
tinuous from the attachment plug to the 
lamp terminals, the wiring at the termi- 
nals must be covered either with a sup- 
plementary heat-resisting covering to a 
point outside the lamp receptacle ex- 
closure or an approved fixture wire must 
be spliced to the rubber-covered portable 
conductors behind the wall mounting. 
Where splices are made in this location, 
the back portion of the wall plate must 
be covered with approved non-combusti- 
ble covering. 3. Where switches for 
control of the lamp are installed in the 
wall plate or mounting, a lock washer 
must be used to prevent the switch from 
turning. 4. The flexible cord supplying 
the fixture must be either secured to the 
back of the wall plate or provided with 
a stop to prevent the portable cord from 
placing a strain on the switch terminals. 
5. The portable cord must enter the wall 
plate or mounting through an insulating 
bushing or a well-smoothed hole. 


WESTINGHOUSE BUYS 
IRON CITY ELECTRIC 


PITTSBURGH, PA.—Bonnell W. 
Clark, president ‘of the Westinghouse 
Electric Supply Company, has announced 
the purchase of the electrical business of 
the Iron City Electric Company, 30-year 
old electrical distributing concern of 
Pittsburgh. 

Under the new management, it was 
also announced, Warren I. Bickford, 
former secretary and treasurer of the 
Iron City Electric Company, becomes 
district manager of the Westinghouse 
Electric Supply Company, and Charles 


W. Ridinger, former president, is re- 
tained in an advisory capacity. 
The Westinghouse Electric Supply 


Company, a subsidiary of the Westing- 
house Electric and Manufacturing Com- 
pany, is a national distributing organiza- 
tion for electrical supplies, apparatus and 
appliances, now operating in 74 major 
cities of the United States. 


B. C. COOPERATIVE 
SALES PLAN 


VANCOUVER, B. C.—Folloy 
along much the same lines as the coo; be 
ative plan which has been in effect since 
1937 is this year’s program as Outlined 
by the British Columbia Electric Rail- 
way Company of Vancouver, B.C. Chief 
changes are in the amount of advertising 
bonus made to dealers and in the installa- 
tion allowance for customers on purchase 
of an electric range. The sales plan, as 
those preceding it, is designed to aid 
dealers through the promotion of coop- 
erative sales events. 

Under this year’s program, advertising 
allowances are paid on range and re- 
frigerator sales only to dealers who have 
ranges or refrigerators on display and 
who are officially recorded with the com- 
pany as recognized dealer outlets. The 
10 per cent discount to building con- 
tractors who install appliances in a home 
at time of building has been discontinued 
because not used. Advertising allowances 
are fixed at $2.50 per range for combina- 
tion model electric or gas ranges, re- 
maining at $5 for other types and $2 for 
electric or gas refrigerators. The maxi- 
mum installation allowance is $35, the 
customer paying the balance to the B.C. 
Electric Company. The average installa- 
tion cost for this territory is $42.50. A 
range transferred to an unwired home is 
allowed $17.50 for wiring, provided a 
5-yr. use is proved. This applies also to 
transfer to a new home. Trade-in allow- 
ance of $20 is made for an old range, 
when the new range is of the $100 or 
higher type. Where this is combined 
with transference to a new home, the 
customer may choose between wiring 
allowance of $35 or trade-in, but may not 
have both. 10 per cent bonus is 
granted on water heaters where dealer 
obtains signed application-for-order card 
and company handles sale. On other ap- 
pliances, dealers who cannot close and 
handle sales are granted a prospect bonus 
for prospects turned over to the company. 


Five Millionth Hoover 
Produced in March 


The first week in March witnessed 
production of the five millionth Hoover 
Cleaner, according to an announcement 
just released by H. W. Hoover, the Com- 
pany’s president. 

This marks not only a new total- 
production record for the electric cleaner 
industry but in the entire field of major 
electric household appliances. 

The company has been responsible for 
many of the important developments in 
cleaner design, and employs a staff of a 
hundred and thirty-five people in re- 
search and engineering alone, the largest 
research staff in the industry. 


Adequate Wiring in the Air 


In the center is Nancy Turner, 


APRIL, 


tator to women 
On the top of Radio City she met Grace Pennock (left), Household Editor 
of the Ladies Home Journal and Helen Sprackling (right). As a result of 
their conversation, Miss Turner scheduled interviews on the importance of 
adequate wiring in home management. 


over Station WMCA. 
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DEALERS RALLY AROUND MODERN KITCHEN BUREAU MEETINGS 


Dr. George W. Allison, field representative of The Modern Kitchen Bureau, 
presented the Bureau's 1939 Program before this interested group of electrical 
appliance dealers at Tyler, Texas, where electric roasters are showing great 


activity. Luncheon was sponsored by Texas Power and Light Company. 


Dealers and distributors at Worcester, Mass., hear details of The Modern 
Kitchen Bureau's 1939 electric roaster campaign from G. W Keller, Bureau 
field representative. Meeting was arranged by Taylor Calhoun, New England 
representative of Swartzbaugh Manufacturing Company, and took place in 


offices of Worcester County Electric Company. 


E. E. |. SALES COMMITTEE 
PROBES INDUSTRY'S PROBLEMS 


CHICAGO, ILL.—Pointing out that 
42 per cent of the appliance sales of 
Central Hudson Gas & Electric Co., 
Poughkeepsie, N. Y., were paid for by 
customers dropping two or three nickels 
a day into meters and that the company 
collected 180,000 such nickel donations a 
month in 1938, Harris E. Dexter, com- 
mercial manager of the company and 
general chairman of the Edison Electric 
Institute sales committee meeting in Chi- 
cago late in March, outlined an approach 
to the low income customer to the dele- 
gates. 

On the program for the first day’s 
session were Charles W. Kellogg, presi- 
dent of the Institute who reminded utility 
sales engineers that they had a joint 
responsibility in promoting business with 
the operating and engineering personnel. 
Max Fisher, assistant secretary of the 
Metropolitan Life Insurance Co., pointed 
out ways and means of organizing selling 
effort in the industry. Opportunities in 
the rural field were discussed at length 
by Grover C. Neff, ‘ere of the 
Wisconsin Power & Ligh 

Mary Davis Gillies of McCall's Maga- 

zine opened the second day's session with 
a warning to utility men and manufactur- 
ers to get better acquainted with the 
needs of the home-maker ; Kenneth Dam- 
eron of Ohio State University predicted 
greater dealer sales on the basis of the 
number of utility companies adopting a 
policy of turning over selling effort to 
them; J. M. Follin of the Federal Home 
Building Service emphasized the trend to 
lower-priced homes and the subsequent 
opportunity of cashing in on this new 
mes Carl Snyder, sales manager of 

the Appliance and Merchandise Depart- 
ment of General Electric gave a talk on 
the “New Standard of Electrical Living.” 

At the general sessions, J. R. Pershall, 
advertising and merchandise sales man- 
ager of the Public Service of Northern 


Illinois, talked on the natural alliance 
which exists between advertising and 
selling; Dr. Albert G. Young of Corey 
Hill Hospital, Brookline, Mass., related 
the experiences of the hospital with air 
conditioning in operating rooms and 
patient’s quarters and its effect on gen- 
eral health; E. F. Jeffe, vice-president 
of New York’s Consolidated Edison sum- 
marized his companies experience with 
“Bargain Package” campaigns. In the 
afternoon speakers included Harold Din- 
kins of Ebasco Services, Henry J. Mor- 
ton of Detroit Edison and V. M. F. Tall- 
man of Tenny Organization. 

“Better Light—Better Sight,” the 
Modern Kitchen Bureau, fluorescent light- 
ing and problems in range and roaster 
selling all came in for a share of atten- 
tion at the sessions with talks by George 
E. Whitwell, vice-president of Phila- 
delphia Electric and Chairman of the 
Modern Kitchen Bureau; R. C. McFad- 
den of Southern California Edison; J. R. 
Poteat, General Electric and R. M. 
Oliver, Westinghouse. 

J. E. North, president of the Cleve- 
land Electric League was appointed chair- 
man of the Better Light—Better Sight 
Bureau, succeeding C. A. Eastman of 
Ebasco Services. 


Apex Rotarex Dealer Cruise 


John W. Walter, Eastern Division 
Manager of the Apex Rotarex Corpora- 
tion announces its first annual seven-day 
cruise to Havana on the modern steamer 
Oriente, leaving New York on May 
27th. The cruise is being operated in 
conjunction with the Wholesale Radio 
Equipment Company, distributors of 
Newark and New York, for dealers in 
the Metropolitan area who qualify. 


ELECTRICAL MERCHANDISING—APRIL, 1939 


Electric refrigerators were the topic under discussion at this meeting of 175 
aggressive dealers and salesmen at Dallas, Texas, in the Dallas Power & Light 
Company Building. W. H. Hanna, field representative of The Modern Kitchen 
Bureau, outlined the opportunities in the electric refrigerator field for 1939. 
Other speakers on the program were R. C. Dixon and Max Shippee. 


This enthusiastic luncheon meeting of electrical appliance dealers at Waco, 
Texas, heard Dr. George W. Allison outline the 1939 activities of The Modern 
Kitchen Bureau. Luncheon was arranged by Texas Power and Light Com- 
pany, which is vigorously promoting Bureau's Electric Roaster Campaign. 


Modern Kitchen Bureau's electric range and water heater campaigns are 
achieving greater success throughout the country than ever before. Here is 
big dinner which launched these programs at Portland, Oregon. Hosts to 600 
electrical dealers and their sales people were Portland General Electric Com- 
pany and Northwestern Electric Company. 


. And in the meantime, the Modern Kitchen Bureau have set a quota of 
90,000 electric roasters for the months of April, May and June. “Easier 
Cooking—Easier Living” is the slogan which this young gal is about to try 
out on the next prospect. 
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DEALERS SAY: “ UTILITIES SAY: « WOMEN SAY: 
“It's a natu- “At last—an ~ ““It heats 
The big electric tea- water fast— 
on-and-off kettle that and I find 


~ 

\ motion dis- simply can't 
play stops burn out! in the house 

traffic. And demonstrat- We've tested itthor- where I need it! It is 

ing this teakettle’s auto- oughly. It’s Practically priceless when someone 

matic safety feature sells service free!” is sick. 1 wouldn't be 


lots of places 


it! without it!” 


ELECTROMASTER 


q EAKETTLI 


IT’S TODAY’S PROFIT-MAKING 
APPLIANCE 


HIS Safety Feature (patented) makes 

a startling demonstration for your 
store, store-window, or in your prospect's 
home. 


The plug kicks out when water gets low. 
When water is added, put the plug in 
again. No fuse, no parts to replace. 


You can use new and different merchan- 
dising ideas to sell Electromaster Tea- 
kettles. Be sure to read about them—in 
“Mr. T. Kettle’s Book” (coupon below): 
the startling demonstration; the on-and- 
off illuminated display; how it opens 
doors for your salesmen; how it helps sell 
your major appliances. 


DISTRIBUTORS: Inquiries are com- 

ing from Dealers in your territory. 

The distributorship may still be open. 
Write us at once! 


SEND FOR 
MR. T. KETTLE’S 
BOOK 


IT’S FREE! 


ELECTROMASTER, INC. 
1805 E. Atwater, Detroit, Mic 


the new 
ll information about 

le’s Book, and fu 

Send me Mr. T. Kett 


Electromaster Teakettle. 


Address— 


ELECTROMASTER INC. DETROIT 


Makers of Electromaster Ranges 
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| book will make extensive knowledge of 


Apex Executives Hold Sales 
Meeting in Cleveland 


C. W. Smith, general sales manager, 
goes over the new refrigerator. 


J. F. Stephens, Jr., advertising and 
sales promotion manager, addresses 
division managers. 


| 


R. E. Kortepeter, assistant 
sales manager goes over the 
new ironer with A. C. Scott, 
central division manager. At 
left: D. M. Thomas (midwest), 
C. D. Palmer (Credit), J. M. 
Michael (Eastern), A. C. Scott 
(Central), J. C. Thomas 
(Southern). 


New Book on Fractional 
Horsepower Motors 
NEW YORK—A long standing need 


of the electric appliance industry has just : - 
been fulfilled by the publication of a new POWer motors. The author’s experience 
book, “Fractional Horsepower Electric 5 4 design engineer in small motors has 
Motors”, written by Cyril G. Veinott of made him thoroughly conversant with 
Westinghouse and published by the Mc- the problems encountered by repair men 
Graw-Hill Book Company. Here the in the home appliance field. Each type 
dealers and servicemen will find gathered ©! motor, with its variations, is con- 
together, for the first time, a complete sidered individually, first in theory and 
and easily understood account of the ‘then in the light of service problems. 
theory and servicing of the many small The volume contains 431 pages, includ- 
electric motors found in the modern ig a supplement of useful information 
home. and a complete index. 

With appliance sales mounting rapidly 
and new manufacturers constantly enter- 
ing the field, the problem of repair and 
maintenance has become inc reasingly 
complicated, especially for the dealer in President of Belden Manufacturing Com- 
the smaller cities. Many manufacturers pany, died February 17 at his home in 
have issued manuals, complicating life Chicago. He succumbed to an ailment 
for the service men, but Veinott’s new from which he had been suffering for 
i several months prior to his death. 


most of these manuals unnecessary jor 
the average repair job. 

The book, written so that any chapter 
may be read individually, is intended for 
anyone engaged in the servicing, manu- 
facture, sale or use of fractional horse- 


Joseph C. Belden 
CHICAGO—Joseph Congdon Belden, 


Hotpoint Helps a Women's Club 


The Kosmos Women's Club of Chattanooga, Tenn., held their own "Electric 
Home School” recently and had Mary Lowell Schwinn and Mrs. Stella 
Foyd of Hotpoint help them put on a show. Here they are in action at 
the headquarters of the club. 
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RANGE UNIT LEADERSHIP 


assistant 

over the 

C. Scott, 
lager. At 
midwest), 
it), J. M. 
\. C. Scott 
Thomas 
essary for 
ny 
itended for 
ne, awed Outstanding and exclusive advantages — attributes which have made 
—— Chromalox units preferred equipment among range builders, utilities, 
motors has 
sant with electrical dealers, and the vast army of range users — are more pro- 
repair men 

Each type nounced than ever in the new Chromalox Super-Speed, 3-ring, 2000- 
IS con- 
avid and watt unit. Designed for 5-heat operation, it surpasses even traditional 
obiems. 
ae Chromalox performance by giving uniform heat distribution over the 
ntormation 
bottom surface of the cooking utensil in fowr switch positions, with a 
medium heat approximately 34 of High heat. 

n Belden, Chromalox units for 5-heat operation — four sizes in the two-ring 
ring Com- whe 
; home in type and this new three-ring type — give you a powerful addition to 
n ailment 
fering for the many other Chromalox sales-building factors. Study the drawings 


ath. 
on the left, showing the three-ring unit. Note how these five heats are 


CENTER attained, also how provision is made for Chromalox “‘two-units-in-one 
ring ting = economy in the use of small utensils — the big saving feature which 
perm utens 
f soe. mum € only Chromalox can offer. 
wit economy 
ciene exclusive Here, then, is the range unit of today — the same fast-cooking, 
chrome feature. flat-topped, easily cleaned Chromalox unit which has made electric 
: range history, with added flexibility, increased speed, greater potential 
- reduces i savings ... and intensified appeal to every range user. 
v 
wattage jving 
rings 1/6 The series of Chromalox Super-Speed units for use with 5-heat 
anrntigh beat. switches consists of four standard sizes in the two-ring construc- 


tion — 1000 watts, 1200 watts, 1500 watts and 2000 watts — and 
the new 3-ring, 2000-watt unit illustrated. 


EDWIN L. WIEGAND CO. 7525 Thomas Blvd., Pittsburgh, Pa. 


three Times 
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HERE'S 
REASON WHY.. 


House Beautiful’s ““BRIDE’S HOUSE”’ 


Savoy-Plaza Hotel, Fifth Avenue and 59th St., N. Y 


“HOUSE OF HOMES” 


International Building, Rockefeller Center, N. Y. 


‘‘Homewood ... the All-Gas- 
GOOD HOUSEKEEPING HOUSE” 


At the N. Y. World's Fair 


“MODEL HOME OF AMERICA” 


Boardwalk, Atlantic City, N. J. 


All Selected 
Rittenhouse Chimes Exclusively 


Photo shows one of three 
installations of Rittenhouse 
Chinse in “The Bride's 


Stock the Door Chimes 
Home Experts Prefer! 


The fact that nationally known home building experts 
and interior decorators selected Rittenhouse Chimes 
for exclusive installation in nationally famous model 
homes is more convincing than anything we could say. 


The reason for their selection is the unexcelled quality 
of tone, styling, and workmanship. Rittenhouse Chimes 
are offered in a variety of models and finishes suitable for 
homes, apartments, offices, institutions. List prices range 
from $1.00 to $50.00, including tubular and bar chimes. 


Powerful and consistent national magazine advertising 
over a period of years has built up public acceptance for 
Rittenhouse Chimes. Rittenhouse Chimes are half sold 
before you stock them. The 1939 advertising campaign 
is bigger than ever. Backing up the advertising is a 
complete dealer-help service including demonstrators, 
folders, displays, newspaper mats, electros for catalogs. 


% Cash in on Rittenhouse prestige ond quality. Stock the profit line for ‘39. 
Get the facts from your wholesaler or fill ovt coupon below and mail today. 


THE A. E. RITTENHOUSE CO., 


, Dept. 354, Honeoye Falls, Y. 


THE A. E. RITTENHOUSE CO. INC. Dept 354, Honeoye Falls, N. Y. 
Please send folder describing your entire line. 


Nane 
Address 
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One of the testing 
rooms in the new 
ETL quarters. For 
40 years ETL has re- 
Ported to manufac- 
turers on perform- 
ance, initiated 
standards, quarded 
quality and set up 
standards for cer- 
tification. 


Electric Testing 
Laboratories Move 
Into New Building 


Electric Testing Laboratories, piones 
electrical equipment testing organiz. 
tion have moved into their new and 
spacious quarters at 79th St. and Eay 
End Ave., New York City. ETL which 
started years ago as a testing lab fo 
the lamp business, has branched out jy 
the past few years until now their activi. 
ties embrace many allied industries. By: 
the electrical approach is still upper. 
most, according to Preston S. Milla: 
president. 


Another of the test- 
ing rooms in the 
new ETL building. 
Here tests are made 
on lamps and light- 
ing. It was in such 
rooms as this that 
the |. E. S. stand- 
ard of specifications 
for lamps were born. 


Rockford Company Forms 
Appliance Subsidiary 


ROCKFORD, ILL.—To more clearly 
define its functions and to avoid con- 
fusion, particularly in the minds of out- 
of-town dealers, the wholesale appliance 
division of Rockford Lumber & Fuel Co. 
announces the adoption of a new name, 
Appliance Merchandisers Co. as of 
March 1, 1939. 


W. V. PORTER 


Headed by W. V. Porter as manager 
and J. A. Kuske as assistant manager, 
the new firm will be operated as a sub- 


APRIL, 


| sidiary of Rockford Lumber & Fuel Co. 
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and will maintain its main office at 201 
East State Street. 


J. A. KUSKE 


The new company will continue as the 
Northern Illinois distributor for Frigid- 
aire electric refrigerators, electric ranges 
and electric water heaters. In addition 
activities of the company are being ex- 
panded to serve a wide area as distribu- 
tors of the Bendix Home Laundry, Spar- 
ton radios and Evanoil circulating heat- 
ers, winter air conditioning systems an¢ 
oil-fired water heaters. Territory cov- 
ered will include selected counties in the 
states of Illinois, Wisconsin and Upper 
Michigan. 
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QUESTION: 


“at as “What makes—or brands—of electric motors in your opinion 
vers would make it easier for you to sell appliances?’ * 

still upper. 

yn S. Millar 


> & Fuel Co. 
office at 201 


More than a million G-E capacitor-motors are 


now in use on domestic refrigerators 


7 This question is one in a questionnaire sent out by a leading pub- 
lisher to representative electric-appliance dealers and department stores. 
Results are listed below. Obviously, some dealers named more than one 


manufacturer. 
mtinue as the General Electric . . . 84% Manufacturer B . . . 26% 
r for Frigid- Manufacturer A. . . 66% Manufacturer C . . . 12% 


ectric ranges 
In addition 


ire being ex- 
a as distribu- 


yunties in 


n and Up 
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aundry, Spar- f 
ulating heat- 
systems and 
erritory cov- 


said $4 per cent of the dealers answering 


ERE’S evidence from the sales floor that G-E motors will 
help YOU sell. In an impartial survey among dealers, 84 
per cent of those answering named G-E motors in reply to the 
above question. They found G-E motors to be a help for two 
reasons, we believe: First, millions of people know from expe- 
rience that G-E motors are reliable. Second, millions have heard 
that they are good. This reputation will work equally well in 


your territory-—why not let it help you sell? General Electric, 
Schenectady, N. Y. 


Old Customers Know G-E Motors Are Reliable 

Today G-E motors drive millions of domestic appliances. They’ve 
given good service and they have satisfied users. General Elec- 
tric has continually improved them to meet the ever-growing 
demand for appliances that will operate longer with less attention. 
When these millions of satisfied users buy new appliances, they 
—naturally —prefer those powered by General Electric. They 
know from experience that G-E motors are of high quality. 
New Customers Have Heard They Are Good 

G-E motors help sell new customers. With them it’s the reputa- 
tion that does it—-satisfied users pass their experiences along, 
particularly to prospective appliance buyers. 


When a first-time buyer accepts G-E motors as high quality he 
has probably been told that by his friends. Moreover, they are a 
strong indication to him that the appliances so equipped are re- 
liable throughout. Why not let G-E motors help you sell 
to the newlyweds? 
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Merchandise “a Better Cup of Coffee” 


COFFEE 


SAVE 
MONEY 


NEW DISPLAY DOES BOTH! 


NOW READY FOR KITCHENAID DEALERS 


Here’s a real promotion that will 
STOP ...INTEREST... SELL! 
“A Better Cup of Coffee” has uni- 
versal appeal. This “ABC” display 
for window or counter has tremen- 
dous attraction: sight, sound and 
the alluring smell of coffee freshly 
ground! It demonstrates the REA- 
SON WHY grinding “as you make 
it’ guarantees really BETTER 


Coffee. It is designed to feature and 
sell modern Coffee Makers along 
with the convenience and — of 
KitchenAid Electric Household 
Coffee Mills. You can offer “A 
Bargain Combination” of Mill and 
Coffee Maker. Put life into your 
small appliance sales with this un- 
usual promotion. Send coupon today. 
Learn how easily you can get it. 


KITCHENAID 
FOOD MIXERS 


KitchenAid’s mixing, beating and whipping 
ACTION is DIFFERENT: its thorough, 
uniform blending and aeration of ingredients 
— its swiftness and convenience — are un- 
equalled. Easily demonstrated. KitchenAid 
is the mixer any woman would honestly pre- 
fer to own. Now you can sell its true 
ECONOMY. There’s substantial profit for 
you in selling “the mixer that does it all,” 
and assures better cooking and baking results. 


ADDRESS______ 


CITY AND STATE_ 


THE HOBART MANUFACTURING CO. 
1604 Penn Ave., Troy, Ohio 


C) Send details of your “ABC” Promotion offer to dealers in KitchenAid 
Electric Coffee Mills. 


[) Tell us dealer proposition on KitchenAid Food Mixers. 
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| manager, has been appointed sales man- 


Standard Electric 


The appointment of C. G. Black- 
burn as assistant sales manager of 
Standard Electric Manufacturing Cor- 
poration is announced by H. H. Ven- 
able, vice president in charge of sales. 

Joining the Standard organization 
in January, 1938, Mr. Blackburn han- 
dled Standard Electric Range sales in 
southeastern states until August, when 
he was made manager of the central 
district with headquarters at the home 
office in Toledo. 


C. G. Blackburn is the new assistant 
sales manager of Standard Electric 


Prior to his assot¢iation with Stand- 
ard, Mr. Blackburn had a wide experi- 
ence in electric range merchandising, 
having spent several years as a dealer, 
branch manager and general sales 
manager of a large metropolitan dis- 
tributor of electrical home appliances. 


G-E Wiring Devices 
G. S. Alcorn, formerly assistant to the 


ager of the wiring device section of the 


General Electric appliance and_merchan- | 
dise department, Bridgeport, Conn., ac- | 


cording to an announcement by J. C. 
Dallam, manager of the section. Mr. 
Alcorn entered wiring device engineering 
at Schenectady in 1910, later transferring 
to sales and becoming a specialist with 
headquarters in Boston. He was suc- 
cessively headquarters specialist at Bridge- 
port in 1921, for wiring devices, and in 
1926 regional specialist for New York 
state on all Bridgeport products, includ- 
ing wiring devices, conduit, wire and 
cable, fans, and vacuum cleaners. He 
became assistant to the manager of the 
wiring device section in 1928, 


G-E Advertising Service 


Donald A. Wood has been named man- 
ager of the advertising service division 
ot the General Electric appliance and 
merchandise department, Bridgeport, 
Conn., succeeding R. W. Hart, who has 
resigned. 


Harvey-Whipple 


Ray G. Whipple, treasurer and gen- 
eral manager of Harvey-Whipple, Inc., 
announces the appointment of F. H. Tom- 
linson as factory representative on Master 
Kraft oil burners, boilers, and air condi- 
tioners. 


Carrier 


The resignation of Wm. H. Price, Jr., 
as vice president in charge of sales of 
Carrier Corporation, was announced re- 
cently. For the past three years, he has 
served in the executive capacity as head 


of the sales organization. 
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During Mr. Price’s early Carrier a¢. 
tivities, he had charge of the programs 
for residential air conditioning and np. 
tional distribution of both installed ang 
packaged air conditioning equipmen 
through dealers. 


Eureka 


At a meeting of the Board of Director; 
of the Eureka Vacuum Cleaner Company 
recently George H. Wilkens, manager 
of the Electric Range Division of this 
company, was made a director. 


Westinghouse 


Ralph Kelly, vice president of the 
Westinghouse Electric & Manufacturing 
Company, has announced the appoint. 
ment of Frank L. Nason as New Eng- 
land district manager, with headquarters 
in Boston. Mr. Nason succeeds J. P 
Alexander who died several months ag 


Apex 


William E. Wickenden, president o/ 
Case School of Applied Science, na- 
tionally known engineering school i 
Cleveland, Ohio; and E. J. Kulas 
president of Otis Steel Company and 
Midland Products Company, were 
elected to the Board of Directors of 
The Apex Electrical Manufacturing 
Company, at the annual meeting, hel 
March 2lst, C. G. Frantz, Apex presi- 
dent, announced. 

Directors Frantz, William A. Mc- 
Afee, R. H. Clarke, W. A. Frantz, H 
M. O'Neill, C. A. Kolp and Daniel E 
Morgan, were all reelected. 


Proctor 


The Proctor Electric Company, Phila- 
delphia, announces that they have adde 
two representatives. W. H. Buchholz ot 
Chicago, Ill. will represent the compan 
in Wisconsin and Northern Illinois an 
E. J. Lane of Maplewood, Missouri wi 
represent them in Arkansas, Souther 
Illinois, Western Tennessee and Easter 
Missouri. 


PROCTOR PRESIDENT 


At a recent meeting of the Board of 
Directors of Proctor Electric, Phila- 
delphia, Walter Scwartz, Jr. was 
elected president of the company 


Chicago Lighting Institute 


New managing director of the Chicag 
Lighting Institute is Carl W. Zersen 
who was once with Commonwealth Edi- 
son Company. He succeeds Ralph & 
Raymond who has been named Super- 
visor of Sales promotion, lighting sales 
department, Commonwealth Edison. 
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More 
the DELCO-FRIGIDAIRE 


Complete Heating and Air Conditioning Line 


Get into the Swing 
of Year-’ Round, 
Full-Line Selling! 


@ The records prove that dealers with a 
complete line make more money. It’s easy 
to understand why: 

If you are an air conditioning dealer 
only, your business peaks in the spring. 
If you’re a heating dealer only, your 
business peaks in the fall. But if you are 
a Delco-Frigidaire dealer with the com- 
plete line of both automatic heating and 
air conditioning products, you have a 
12-months-a-year business! The complete 
Delco-Frigidaire heating and air condi- 
tioning line provides an outstanding 
opportunity for a profitable year-round 
business because the products form a 
natural, logical combination with a prac- 
tically unlimited market! 


Now is the time to start! 


Plan now to guard against seasonal 
slumps, provide year-’round employment 
for your salesmen, increase your total 
volume of business and make more 
money for yourself. Consider the big ad- 
vantages of the complete Delco-Frigidaire 


Unit Air Conditioners - Portable Air Conditioners - Commercial 


> ~ 


line— backed by General Motors’ well- 
known name and reputation for quality 
products. Consider the whole-hearted, in- 
telligent cooperation offered to franchised 
dealers —training schools for your sales- 
men, effective selling tools, enlarged field 


Coc Oil & Gas Winter Conditioning Units 


| HAVE A YEAR-ROUND 
BUSINESS AND MORE 
PROFIT SINCE | GOT MY 
DELCO -FRIGIDAIRE 
FRANCHISE 


organizations to help you solve sales and 
technical problems, leads derived from 
powerful advertising in national magazines 
and local newspapers, and many, many 
other helps. 

Get all the facts. Mail coupon, now! 


YOUR OPPORTUNITY COUPON — MAIL IT TODAY! 


Delco- Frigidaire Conditioning Division 

General Motors Sales Corporation 

Dayton, Ohio— EM-4 

Please rush complete information regarding a Delco- 


Frigidaire franchise backed by General Motors. 
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At the 
in their 


request of electrical 
territory, the 
Water Power Company 
that it will again become 
laundry equipment selling. 
kane utility discontinued 
equipment some years 
ers state that 


The Spo- 
sale of 
ago, 


come power company promotion in this 
field again. The 1939 merchandising 
program also calls for the encourage- 
ment of smaller competitive dealers in 
lines handled by 
handling of refrigerator lines in parts 
of the company's territory. 


* * 


The Montana Power Company an- 


nually holds a commercial sales con- 
ference in Butte for the purpose of 
allowing electrical manufacturers and 
distributors to present to the entire 
local electrical industry all that is new 
in the commercial electric appliance 
field. This year’s meeting, which filled 
an entire week with morning, after- 
noon and evening exceeded 
all previous records in attendance and 
the completeness and variety of the 


displays 


sessions, 


Advertising schedule for the Mon- 
tana Power Company calls for laundry 
equipment to receive attention § in 
March, followed by alternate ads on 


electric cooking and _ refrigeration 
throughout April and May and into 
June. Billboards on electric cooking 
will be used in April, on electric re- 


frigeration in June 


* 
The Barber Music Company of 
Great Falls, Mont., has remodeled the 


interior of its store and added Crosley 
refrigerator and radio lines. 


* * 


Electric cooking, water heating, 
table cookery and washers were adver- 
tised by the Utah Power and Light 
Company during March. During 
April, refrigeration was added to this 
list and vacuum cleaners took the 
place of washers on the schedule for 
promotion 


* * * 
Utah’s spring electric range cam- 


paign sponsored by the Electrical 
League got off to an enthusiastic start 


on March first with the launching of 
the new radio program entitled “The 
Electrical Ship of Joy”. Invitations 


were given to members of local elec- 


trical firms and their families to be 
present at the opening broadcast in 
Salt Lake City to view the exhibit of 
electric ranges, and to hear the de- 


tails of the plan. Subsequent advertis 


The Los Angeles branch organization and dealers of the Eureka Vacuum Cleaner Company, gathered at the Wilshire Bowl in that city recently to get organized on 


It was a big meeting as the picture shows and the same enthusiasm permeated the gathering 
which was true of the company in the boom days of the vacuum cleaner. “Eureka Has Found It Again” was the slogan of the meeting. 


the introduction of the new Eureka portable range to that vicinity. 
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dealers | 
Washington | 
announces | 
active in | 


this | 
but deal- | 
washer and ironer sales | 
have so fallen off that they would wel- | 


the utility, and the | 


Hon's New Display Room at Boise, Idaho 


Interior of display room of the new Hon Electric store, 819 Idaho Street, Boise, 


Idaho. 


Operated by O. W. and J. J. Hon, brothers. 


The Hon's are exclu- 


sive agents for the Westinghouse line in Boise, and at the present time are 
promoting an electric range campaign in conjunction with the Electrical 
Equipment Sales association, with a “Cookery Quiz" that is resulting in new 
prospects and a big mailing list for Boise dealers. 


Western 


ing indicates that dealers are making 
good use of the offer of a $25 set of 
aluminum utensils to be given free 
with the purchase of an electric range. 
Free tickets to witness later weekly 
broadcasts in the 600-seat auditorium 
are being distributed free to prospec- 
tive customers by electric range deal- 
ers. Seventy-five billboards are also 


included in the advertising schedule | 


for this event. A quota of 1500 elec- 
tric ranges, 750 water heaters and 600 
I.E.S. lamps has been set. Ranges 
included in the program are the Gen- 
eral Electric, Westinghouse, Hotpoint, 
Norge, L.&H., Frigidaire, Kelvinator, 
Monarch, Estate, Sears and Montgom- 
ery Ward. 


Dealer activities in 
during March 
frigeration, electric 
lamps, commercial 
quate wiring. 


Denver, 
centered 


Colo., 
around re- 
roasters, I.E.S. 
lighting and ade- 


NEWS FLASHES 


A display of G.E. automatic irons in 
the windows of the Public Service 
Company of Colorado at Denver dur- 
ing March featured a trade-in offer of 
$1 for the customer’s old iron. This 
utility plans an advertising schedule 
for April covering electric laundry 
equipment, I.E.S. lamps and refriger- 
ation. 

* 


A $40 trade-in offer for the old coal, 


gas or electric range was made re- | 


cently by H. E. Saviers & Son of 
Reno, Nevada on purchase of a Shef- 
field De Luxe Range. This brought 
the net price of the range to $99.50. 
The power company offers free wiring 
if the range supplants a competitive 
fuel (not gas). 


* = * 


“Twenty per Cent off the Purchase | 


Price of Any New I.E.S. Lamp for 


The New Eureka Range Gets a Sendoff at Los Angeles 


APRIL, 


1939—ELECTRICAL MERCHANDISING 


Your Old Lamp” advertises the Wag, 

ington Water Power Company of Spo 

kane, in a two-color ad in red ap 

black. 


The 48th anniversary of the foun) 
ing of Tull Gibbs of Spokap 
Wash., is being made the occasion , 
numerous sales featuring electric 
home equipment this spring. Th 
event started with a banquet of 4 
firm’s employees and one of the pop, 
lar features of the celebration was 2 
exhibit in the store of pioneer reli 
and photographs of the early days , 
Spokane. 


* * * 


Idaho's spring range promotioy 
under the Electrical Equipment Sale 
Association in the form of a “Cooker 
Quiz Contest” got away to a go 
start on February 27. Quota is set for 
800 ranges and the promotion wil 
continue as a weekly event until mid. 
night of April 29. Fifty thousan 
broadsides announced the event an 
newspaper, radio and poster adver. 
tising kept it before the public. T! 
weekly prize of an electric range ji 
provided by cooperating manufactur. 
ers, while the Idaho Company fur. 
nishes second, third and fourth prizes 
of electrical appliances and a gran 
prize of an electric dishwasher an 
sink. 


“Women’s Day” at Hale Bros., San 
Francisco, which was celebrated on 
February 27, was marked this year by 
a number of specials in household 
wares, including washing machines and 
electric refrigerators. 


* * 


Lighting at the Golden Gate Expo- 
sition has provided the Pacific Gas & 
Electric Company with a theme for 
March advertising, in the contrast be- 
tween lighting methods and rates at 
the time of San Francisco's previous 
exposition of 1915 and the present 
achievement on Treasure Island. 


*_ * * 


O’Connor, Moffatt & Co. have been 
exhibiting a model home in the Forest 
Hills district of San Francisco. 


* 


Factory demonstration of electric 
toasters and the new steam iron was a 
March feature at Schwabacher-Frey’s 
electrical department in San Francisco. 


* * 


Two activities have been under way 
in northern California, sponsored by 
the Electrical Appliance Society. One 
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3 NATIONAL ADVERTISING reaches 


right into your own backyard — hits 
every electric roaster prospect — and 
97 out of every 100 wired homes 
ARE prospects. Here’s the schedule 
that sends 20 big ads —in Saturday 
Evening Post, McCall's, Woman's 
Home Companion —hammering into 
YOUR territory during 1939. 


MECALLS 


(OTE) APPEARANCE DATES ARE \OTH OF THE MONTH PRECEDING THE MONTHS INDICATED ABOVE) 


Sei for Yourseff 


HOw To 
EASIER COOKING 


“EASIER LIVING 


ve ELECTRIC coon 
= ~ 


FREE newspaper mats—radio spot ma- 
terial — domestic science text — round up 
other prospects— bring them into BUY 
the electric roasters they have heard so 
much about. 


COME i 
EASIER COOKING, EASIER LIVING -WITH AN 


LLECTRIC 
COOKING / 


QUALITY APPROVED 
ROASTERS 


FREE “How to Sell" booklet for your 
sales force outlines the approach that 
rings up profits. FREE counter card stops 
store traffic in its tracks — turns spot- 
light on electric roasters. 


THE MODERN KITCHEN BUREAU, 
420 Lexington Ave., New York, N. Y. 


HELP YOU SELL 
ELECTRIC ROASTERS 


FREE window banners — blow-ups —re- 
productions of national ads —make all 
this advertising YOUR advertising —pull 
pre-sold prospects into YOUR store. 


FREE 1939 Pian Book tells WHAT— WHEN 
= HOW in complete procedure for cash- 
ing in on mounting sales of America’s 
new Number One electric appliance — 
the ELECTRIC ROASTER. 


MAIL COUPON NOW! THIS VALUABLE SALES KIT, WORTH $1.00, YOURS FOR THE ASKING! 


Please send me, FREE, the PLAN BOOK and complete kit of sales aids for gaining 
my share of sales and profits during ELECTRIC ROASTER "SEE-FOR-YOURSELF” month. 


HOT « GENERAL ELECTRIC » NESCO + PROCTOR « WESTINGHOUSE 
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HORTON MANUFACTURING CO., Fort Wayne, Ind. 
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This model kitchen on the first floor 


Angeles Bureau of Power and Light is the first of a series, the plan being to 
install a new kitchen every six months. 
what out of the ordinary is the utility table. It is wedge shaped, with the 
broad end curved to conform to the shape of a built-in seat. The three legs 
are flaired to give ample knee space and in each leg is a double outlet for 
plugging in appliance cords. Cupboards are placed at convenient heights 


over each working surface. 


is the ironer promotion, which applies | 
the idea started in San Jose of in- 
creasing the cost of ironers to the pub- 
lic by $5 and adding two ironing les- 
sons for the purchaser and the other 
is the annual electric refrigerator drive 
which will start in April. 


* * * 


A contest sponsored by the Los 
Angeles Times in promotion of its 
classified advertising section, in con- | 
junction with the Los Angeles Furni- 
ture Company, offered a first prize of | 
four completely furnished rooms, one | 
of them a kitchen, and other prizes | 
which included electric refrigerator | 
and electric washing machine. 


* * * 


During the current Los Angeles 
water heater campaign which began 
January 23 and ended March 3, the 
Bureau of Power and Light reported 
a new high record of water heater 
installations during one day. On Feb. 
16 dealers sold and installed 20 electric 
water heaters. 


* * 


Barker Bros. of Los Angeles has 
been taking advantage of the Bendix 
national contest offer with extensive 
advertising and store and home dem- 
onstrations. 


* * * 


The Connor Music Company of Los 
Angeles recently sponsored a series of 
electric cooking demonstrations fea- 
turing Monarch ranges and Hotpoint 
refrigerators at the Westlake Theater. 


* * 


March 1 was the date of a gather- 
ing of the electrical industry in Los 
Angeles to enjoy a preview of the 
Electrical Development League of 
Southern California’s spring drive, 
which is to be entitled “Plan Electric, 
It Serves and Saves”. The program 
includes adequate wiring, industrial, 
commercial and domestic lighting, 
major electric appliances and commer- 
cial apparatus such as air condition- 


ing. 
* 


Automatic ironers and washers were 
on the advertising schedule of the 
Bureau of Radio and Electrical Appli- 
ances of San Diego, Calif. for March, 
to be followed in April by the Bu- 
reau’s annual refrigeration promotion. 

Television Committee has _ been 
working for some time in this district 


to develop ways and means to coun- 
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of the Broadway building of the Los 


One of the features which is some- 


teract the premature publicity given 
television. 
« 


Breuner’s home furnishing store of 
Sacramento, Calif. recently devoted a 
page newspaper ad to the opening of 
Modern Manor Apartments which are 
equipped throughout with General 
Electric appliances, including complete 
electric kitchens, special lighting and 
air conditioning. In an accompanying 
statement, the builder says “. . 
have become very much interested in 
the idea of electrical living and believe 
that people generally now desire .” 
The store invites the public in to see 
similar equipment and offers a kitchen 
planning service on request. 


* x x 


Kuhnhausen’s of Portland, Ore. sug- 
gests that customers bring in their 
laundry to have it washed free of 
charge in a demonstration of the Ben- 
dix home laundry. This firm adver- 
tises itself as retail “distributors of 
quality electrical appliances.” 


< * 


Trends in the field of air condition- 
ing were discussed at the second 
Oregon state air conditioning con- 
ference which was held at the Oregon 
State college at Corvallis, March 23 
to 25. The meeting is sponsored by 
the school of engineering and is at- 
tended by manufacturers and members 
of the trade handling heating, air con- 
ditioning and allied equipment. 


* 


March was the period of a Spring 
Fair at Meier & Frank’s of Portland, 
Ore., with demonstrations, lectures, 
exhibits and special displays through- 
out the store, particularly in the field 
of electrical equipment for the home. 


* 


Kelvinator ranges still packed in 
factory crates were offered last month 
by the Powers Furniture Company of 
Portland Ore. in a “warehouse sale”, 
at a price of $179.50 for a $283.50 
value, including a 21-piece matched 
enamel ware set in red and white. 


ok 
Sharff & Sons of Portland, Ore. have 
moved to a new location on S.W. 


Third St. and have more floor space 
available for appliance displays. 


* * 
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MISING 


Profits with the 


our 


Spotlight your store as the neighborhood 
service headquarters for F.H.P. belt replace- 
ments. Give this profit-making extra service 
to hundreds of your neighborhood prospects. 
Show them—and sell them the right V-Belt 
replacement for all makes of Electric Re- 
frigerators, Washing Machines, Oil Burners, 
Coal Stokers, Water Pumps, Beer Pumps, 
Air Compressors, Wood Working Machinery, 
Small Garage Equipment and hundreds of 
other small machines. 

The Dayton V-Belt Salesmaker is new and 
it’s news. It’s a light, rugged, compact and 
visual display which contains an assortment 
of 39 of the fastest selling V-Belts. It takes 
little space—on your counter, in your win- 
dow or beside a counter—but it tells at a 
glance that you have V-Belt replacements 
for every need—and it costs you only $19.89 
complete. 

And, since the $19.89 price is the actual 
cost to you of the complete assortment of 39 
belts alone, the Dayton V-Belt Salesmaker 
is yours without extra cost. 


CLOSE-UP OF THE V-BELT MATCHOMETER shows 
how it takes the guess-work out of measuring old 
belts and tells at a glance correct replacement needed. 
Regularly priced at $1.25, it’s yours free if you act 
and use the coupon today. 


THE DAYTON V-BELT SALESMAKER—An attractive, visual 
and compact display rack assortment of 39 fast-selling V-Belts. 
Comes ready to use, with belts on the racks. Fits on your counter 
—beside your counter—or in your window. Every belt at your 
finger tips. On the back is a quick reference price list and extra 
hanger space for spare belts. Also included is a Reference Catalog 
listing all types of small machinery with corresponding Dayton 
V-Belt number and other data. ° 


If you sell hardware or convenience items—if you 
sell or service large or small electrical appliances or 
automatic heating equipment, you need the Day- 
ton V-Belt Salesmaker. Cash in on the hundreds 
of replacement belts that your neighborhood cus- 
tomers regularly need, but do not know where to 
find. Let the Dayton V-Belt Salesmaker tell them— 
and sell them for you. Increase your scope of serv- 
ice—get extra sales and extra traffic as your store 
becomes the neighborhood mecca for V-Belt 
replacements. 


THE DAYTON RUBBER MFG. CO. ® DAYTON, O. 
World’s Largest Manufacturers of V-Belts 


THE V-BELT SALESMAKER 
AND MATCHOMETER 


THE DAYTON V-BELT 
SALESMA KER 


Complete with 39 Assorted Fastest Selling V- Belts. 
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THE V-BELT MATCHOMETER—FREE during this introductory 
period! Listing regularly at $1.25—the V-Belt Sliding Pulley 
Matchometer takes the guess-work out of measuring belts to be 
replaced when the make and model of the machine cannot be 
identified. Quickly, simply and accurately this indispensable 
V-Belt Matchometer shows you the correct replacement V-Belt 
for any need. Read below how you can get it free. 


FREE—If you act Dayton 
V-Belt Sliding Pulley Matchometer. 


Manufacturing Co 
on Ru 
Dayton, Ohio. 
Gentlemen: | 
I have done my and checked mine spmersng be- | 
low—s> please do yours and follow ] 

Rush me (freight prepaid) one a unit oes 
the Dayton V-Belt Salesmaker, including display 
rack, Ready Reference Catalog and standard assort- 
ment of the 39 fastest selling V-Belts for which I 
will renit $19.89. 

Include FREE* the V-Belt Stiding 4 

tchometer which regularly lists at 
which comes to in the same 
out any additional charge. 

Have your nearest jobber send a salesman, ex- 

the *Free Matchometer Offer which comes 

with t Dayton V-Belt Salesmaker during the ] 
introductory period. 


, and 
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EXTRA PROFIT | 
a Zi? THIS OuT TODAY 


ROASTS BAKES 
BROILS FRIES TOASTS 
STEWS - GRILLS 


@ EVERHOT partici- 
pates prominently inthe 
great national advertis- 
ing programin‘*The Sat- 
urday Evening Post”, 
*“McCalls” &**Woman’s 
Home Companion,” 


ROASTERS 


1,000,000 USERS OF EVERHOT 
COOKERS KNOW THAT EVERHOT 
ROASTERS HAVE GOT TO BE RIGHT 


@ All over America, thousands of Everhot prod- 
ucts give trouble-free service day in and day out. 
The name “Everhot” on an electric roaster 
means quality to all these owners and to their 
friends. That’s why Everhot ranks high with 
dealers who feature quality at reasonable price. 
The complete Everhot line includes rectangular, 
round and oval models for every size of family 
or purse ...all models packed full of salable 
features ... all of them “famous for quality.” 


New Merchandising ALhaction 
“TIMED COOKING” 


EVERHOT TIMER CLOCKS 
STANDARD MODEL 760 


Turns current “on” and 
“off” (or “off’ only) at 
any desired time within 
21% hour period. Makes 
roasters, radios, heaters, 
fans and other electrical 
appliances fully auto- 
matic. Appliance plugs 
into Timer Clock; clock 
cord plugs into wall out- 
let. List price, $5.95. 


NEW DELUXE MODEL765 


Handsomely styled. Plas- 
kon case. Etched brass 
dial. Provides automatic 
on and off control like 
Model 760. Special knob 
permits instant change 
from automatic to manual 
control and vice versa, without disconnect- 
ing or resetting clock. List price, $6.95. 


Write for complete information. 


THE SWARTZBAUGH MFG. COMPANY 
TOLEDO, OHIO . . . ESTABLISHED 1884 
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allowance” advertises Sears, Roebuck | 
of Seattle, selling one electric range, 
installed, for $99.80 and another, with 
an additional incinerator, for $159, 50. 


* * 


A series of dealer meetings was held 
this spring in five districts served by 
the San Joaquin Power, of Fresno, 
California, promoting electric appli- 
ance selling, adequate wiring and pos- 
sibilities in the electric pumping field. 
Distinctive feature of these gatherings 
was the purely local flavor of statistics 
and opportunities presented. A colored 
map of the particular town or area 
represented by those present was used 
and each of the speakers presented a | 
chart illustrative of opportunities in | 
his field in this particular area. 
Stahl, commercial manager of the San 
Joaquin company, closed the meeting 
with a summary of the meaning of 
the charts and a recapitulation of the 
income to be expected from the area 
in dollars and in unit sales. This | 
breaking down of the general figures | 
formerly used to show particular cases | 
was enthusiastically received by deal- 
ers, who thus were better able to vis- 
ualize their own opportunities. 


* * * 


A cooperative spring roaster sales 
campaign was inaugurated on March 9 
by the Southern California _— 
Company, featuring five makes 
roasters. A _ financing service 
open to electrical dealers through the 
Bank of America, calls for a down 
payment of $3, plus sales tax, with the | 
balance payable over a year’s time in 
small monthly payments. One of the 
features of the campaign is the offer 
of a free gift of a pair of serving tongs 
to every woman who goes to a dealer's 


| 
| 
| 
| 
| 
| 
| 


store or Edison office and listens 
electric roaster sales story. News 
advertising, billboards and the ut 
consumer magazine “Electrical ‘J 
carry roaster advertising. The 

teen distributors handling the Ge 
Electric, Westinghouse, Proctor, 
and Everhot roasters being featured 
in the campaign, were acquainted wit) 
its details at a meeting held Feb, 24 
in the Edison Bldg., Los Ange}, 
which 150 were present. 


to the 
yaper 
lity’s 
mes 
“ven. 
neral 


>, at 
* * * 


An electric water heater contest rup. 
ning for four weeks was started jp 
March by the Portland General Elec. 
tric Company of Portland, Ore. This 
was in the form of an essay contes: 
each week, calling for a 50-word essay 
on the subject “I want an automatic 
electric water heater because ; 
the entry to be submitted in person 
at any store displaying electric water 
heaters. Choice of prizes was to be 
made up to a $100 value among thir. 
teen electric water heaters of standard 
makes. Entries received by mail were 
disqualified. 


* * * 


“Two years to pay on the meterator 


plan” is the basis upon which Hale 
Bros. of Sacramento, Calif. is selling 
9 cu-ft. Sparton refrigerators. The 
price asked is $199.95. 


* * 


And The Paris, of Salt Lake City 
recently came out with an _ electric 
range “by one of the world’s largest 
manufacturers” at $69.95, plus the 22. 
piece aluminum set which is a feature 
of the Salt Lake spring range cam- 
paign. 


STOKOL HOLDS 4-DAY CONVENTION 


INDIANAPOLIS — The 
Cummins Co., Indianapolis, Ind., manu- 
facturers of Stokol Stokers and Hy-Duty 
Blowers, held a national distributors con- 
vention at the factory recently. 

The 4-day meeting was conducted by 
Louis Schwitzer, president, and Walter 
Sormane, sales manager. Mr. Schwitzer 
introduced several new products, chief 
among which was the new Stokol Mer- 
cury line with 2-step and 3-step reduction 
transmissions with capacities from 15 Ib. 
to more than 50 lb. per hour. The 
Mercury line has been designed to sell 
to the mass market of 23,000,000 whose 
incomes are less than $2000 a year and 
cannot afford to buy and “ae homes 
costing more than $3000.0( 

Many of the pm 3 of the es- 
tablished Stokol Hydraulic line are main- 
tained in the Mercury line, such as auto- 
matic air control, oversize airtight 
hopper, speed adjustment, and heavy duty 
conveyors. 


Schwitzer- | 


The new line of Stokol-Heat units 
with capacities of 100,000 and 200,00 
B.t.u. were also shown for the first time. 
This unit combines everything necessary 
for ideal winter heat... an advanced 
design of warm air furnace .. . a stoker 

. forced warm air heating by means 
of a blower which insures uniform dis- 
tribution of heat. . . filters which pro- 
vide clean air with frequent change oi 
air...and humidifier. The control 
panel is an integral part of the unit. All 
the necessary controls, the line switcl! 
and the fuse are grouped on this contro! 
panel which is completely wired to in- 
sure proper operation and save extra 
expense in wiring individual control units 

Leroy A. Kling of Cecil & Presbrey, 
Inc., presented the 1939 Stokol 5-point 
Merchandising Program. 

Louis Schwitzer Jr., Vice-President 
gave a dramatic and exciting presenta- 
tion of the merchandising possibilities in 
the blower and ventilator lines. 


Get Slant on 1939 Stokol Line 


Assembled in Indianapolis are distributors of the Schwitzer-Cummins Com- 
pany, makers of Stokol automatic coal stokers and ventilating equipment. 
Several new models were introduced to the delegates during the four-day 
session which was conducted by Louis Schwitzer, president of the company 
and Walter Sormane, sales manager. 
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“THAT’S WHAT | WANTED 
TO SEE, YOUNG MAN!” 


7. know about DULUX. They’ve heard of its 
brilliant whiteness, its ease of cleaning, its amazing 
resistance to chipping and cracking, grease and dirt. They 
know DULUX stays sparkling white. 

That’s why so many dealers make it a point to feature 
the blue-and-silver DULUX seal on the refrigerators they 


sell. It instantly tells a woman prospect that she’s getting a 
refrigerator with the extra-value finish she wants. 

You'll find it pays to feature DULUX in your selling. It’s 
an additional factor that can make a sale just that much 
easier. E. I. du Pont de Nemours & Co., Inc., Finishes Divi- 
sion, Wilmington, Delaware. 


REMEMBER: There must be some good reason why 80% of all 
modern refrigerator manufacturers use DULUX! 


OFF 


REG U & OFF 
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Now’s the time to get the facts about Victor Fans... 
the one line with something “different”—a feature no 
other fan can offer—the Victor “Miracle-Breeze’’! No 
drafts ...no blasts... no summer colds with Victor 
Breeze-Spreader Fans! But that’s not all—there’s a 
Victor Fan for every cooling need and every purse. 
The trim Streamliner, above, priced to sell in big 
volume . .. the Overheads that cut commercial 


“Breeze- 
Spreaders” 


Overheads” 
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cooling costs... the 
Tornados—the biggest 
value offered in high-speed 
airstream fans! Put these 
sales-boosters to work for 
you now ...ask your 
Jobber for Victor—the 
Fans that bring you big 
profits! 


FREE CATALOG! 


2982 Robertson Ave. 


Single Lever Control 
Selective “Lag” | 


A Display that makes 
"em stop and look! 
Fan shown. 


Complete details on all models are yours for the asking—all 
the features that make Victor Fans outstanding. Write for 
your Free copy of the 1939 Victor Catalog—today! 


VICTOR ELECTRIC PRODUCTS, INC. 


Cincinnati, Ohio 


THE ONLY PORTABLE IRONER 
WITH THESE IMPORTANT FEATURES 


* Big 20” Roll 


Knee Control 


IRONS EVERYTHING... PRESSES, TOO! 


77,200 TVA CUSTOMERS BOUGHT 
$2,098,500 IN APPLIANCES IN 193 


Average Sales Per | 
Customer Were $46.71 


KNOXVILLE, TENN. — Residential 
consumers using TVA power purchased 
more than $2,000,000 worth of electrical 
appliances during the calendar year 1938, 
according to reports made by more than 
400 private appliance dealers to the Ten- 
nessee Valley Authority. 

The total sales of $2,098,500 reported 
for the year compared to $1,820,500 in 
1937 and $1,033,800 in 1936, John B. 
Blandford, Jr., General Manager of the 
Authority, said. 

Average sales per customer for 1938, 
based on the weighted average number 
of customers connected each month, were 
$46.71. A large proportion of the total 
sales for the year were made without 
trade-ins, that is, to customers who had 
not previously had electric service or 
were adding new appliances to their elec- 
trical equipment. 

The total number of residential cus- 
tomers exclusive of those on government 
reservations, at the end of 1938 was 77,- 
200, compared to 30,200 at the end of 
1937 and 20,300 at the end of 1936. Most 
of the customers were served by munici- 
palities or cooperatives. 

Appliances purchased and put into 
use by TVA residential power consumers 
included 4,701 electric refrigerators, 2,449 
electric ranges, 814 water heaters, 597 
water pumps, 921 residential electric 
heaters, 2,654 electric washing machines, 
77 ironers, and 26,936 miscellaneous ap- 
pliances. 

Use of these appliances will result in 
an increased annual consumption of elec- 
tricity amounting to more than 11,000,000 
kilowatt hours, it was estimated. 

Appliance sales to commercial cus- 
tomers in 1938 totaled $120,780, not in- 
cluding motor sales to commercial and 
industrial consumers aggregating 3,676 


horsepower. 


4-Ft. Fluorescent 


Samuel G. Hibben, director of light- 
ing research for Westinghouse is 
shown with a new four-foot size fluo- 
rescent lamp, recently developed. 
This new size will provide more than 
30 per cent more light than any of 
its predecessors. 


New C.I.T. Office 


In order better to serve New Lond 


(Conn.) and immediate county, the C 
Corporation, national sales finance c 


pany has opened an office there in char 


of Mr. H. E. Doyle. 


Get Ready for Buffalo's Spring Range Drive 


The Electric Cookery Committee of the Electrical League of the Niagara 
Frontier, under the chairmanship of Walter Schmidt, manager of the Appli- 


ance Sales Bureau of Buffalo Niagara Electric Corp., met recently to lay plans 


for a spring electric range drive. 


In the picture standing from left to right, 


Russell P. Sackett, president H. |. Sackett Electric Co. (Crawford); Geo. 
Keipper, Jr., of Buffalo Nipple & Machine Co. (Stewart-Warner); Merle 
Bedient, of L. A. Woolley, Inc. (Universal); W. S. James, Landers, Frary & 
Clark; Merrill E. Skinner, president Electrical League of the Niagara Frontier; 
Walter S. Schmidt, manager Appliance Sales Bureau of Buffalo Niagara Elec- 
tric Corp. and chairman Electric Range Committee of Electrical League; D. B. 
White, G. E, Supply Corp. (Hotpoint); S. Coleman, Frank W. Wolf, Inc. 
(General Electric); P. W. Evans, Buffalo Niagara Electric Corp.; H. P. Fill- 


more, McCarthy Bros. & Ford (Westinghouse). 
W. Bergman Co. (Norge); R. H. Davison, Nash-Kelvinator Corp. 


Seated front: C. O. Curtis, 
Seated 


rear: Meyer Goldman, Jos. Strauss Co. (Estate); F. L. Riehle (Frigidaire); 
Samuel S. Vineberg, manager Electric League; Carl Rohrer, dealer; Chas. 
Bell, Buffalo Niagara Electric Corp.; C. K. Stein (Monarch); E. J. Dela- 
hoyde, Kurtzco Distributor Co. (Standard); C. R. Barteck, Sears, Roebuck & 


Co.; J. L. Johnson, Westinghouse. 
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When Graybar bought an electrical 
jobbing concern in Louisville, Ky., in 
1929, one of the members of the 
organization was C. H. Brown who 
had been sales manager of the old 
concern. Now he has been appointed 
manager of Graybar Louisville. 


New Manufacturers 
Booklets Issued 


The Miller Company, Meriden, 
Conn., have issued an illustrated book- 
let on the market possibilities of their 
new Miller Insect Light Trap. This 
new device is a regular lighting fixture 


1 developed. utilizing the light source and heat to 
Je more than ig Kill insects. The plan book describes 
than any of it completely. 
a A 24-page book “Life Centers 
Around Florence” has been issued by y 

fic the Florence Stove Company, Gardner, pet 

Mass., to help dealers merchandising 
e New Lond ge line = electric, po gas ranges. i. 
unty, the C] t may be used by dealer’s outside te 
s finance comm Salesmen or used for distribution to of 
there in charg mterested prospects within the store. 
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A Roto Sheet is also included for 
mailing to dealers’ prospect lists. 


From the Home Service Division of 
the General Electric Appliance and 
Merchandising Department at Nela 
Park comes a new book on the use 
of G-E ranges. This has been brought 
up to date for the new models and in- 
cludes recipes. “Get the Inside Story” 
is a give-away piece designed to tell 
all the facts on G-E refrigerators. 
“Curious Customers” outlines the new 
vacuum cleaner “magic demonstration” 
kit and tells how to put it to work. 
Two other supplementary pieces of 
literature, fully illustrated in color tell 
the facts about the latest models of 
G-E ranges and refrigerators. These 
are free to dealers and may be had by 
writing Edwina Nolan, Home Service 
Director, General Electric, Nela Park, 
Cleveland. 


The Kisco Company, St. Louis, Mo., 
manufacturers of cooling and ventilat- 
ing equipment for the home, have 
published a booklet entitled “There's 
Money in Circulation for You!” 
which descrbes the complete Kisco 
line of “Kool-Circle-Ators”. 


Evanoil Division, Evans Products 
Co., Detroit, have issued a new book- 
let which describes the complete line 
of “Evanoil” oil-burning space heaters. 
Merchandising, advertising and promo- 
tion ideas are included in the booklet 
which gives the dealer a rounded pic- 
ture of the profits, possibilities and 
actual success stories of dealers sell- 
ing Evanoil heaters. 


The Parker Rust-Proof Company, 
2164 E. Milwaukee Ave., Detroit, 
Mich., has published a new book called 
“Bonderizing” which describes the 
method whereby the Parker process 
holds paint to steel and resists rust. 
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Every year sees new advances in scientific meth- 
ods of rust control. This new book outlines the 
most recent developments in a modern process 
for finish betterment. It describes the latest im- 
provements, that result in greater efficiency, 
lowered installation and operating costs, and 
methods of application that widen its scope of 
usefulness to include hot or cold rolled steel, as 
well as zinc coated or die-cast surfaces. 


This book indicates the hundreds of products to 
which Bonderizing is applied and lists some of 
the world known corporations that use it as a 
necessary step in their finishing systems. 

Every factory executive or technical man respon- 
sible for metal finishing should have a copy. If 
you have not investigated Bonderizing recently, 
send for your copy. 


PARKER RUST PROOF COMPANY 


2164 E. Milwaukee Avenue ¢ Detroit, Michigan 


CONQUER RUST 


“ BOMDERIZTING PARKERIZING 
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Or BREEZ-AIR ATTIC FANS 


Homes of the type illustrated represent an excel- 
lent market for Buffalo Attic Fans. 


your sales opportunities are limited only by the 


Therefore, 


number of such homes in your territory. 


Distributors and dealers who never before sold 
Attic Fans have done remarkably well the very 
first season with Buffalo Breez-Air line and our 


complete sales promotion and merchandising pro- 
gram. 


Write today for details. Be 
prepared to get your share of 
the profits on this 
hot weather item. 


“natural” 


UFFALO FORGE COMPANY 


MORTIMER STREET BUFFALO, N.Y. 
‘CANADIAN BLOWER & FORGE CO., LTD., KITCHENER, ONTARIO 
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| homes were 


R. Cooper, Jr. Chicago G-E distributor (left) witnesses the presentation of 
$1,000 grand prizes by W. O. Batchelder of General Electric to three winners 


in the New American Home Building Contest. The winners, above were J. F. 
Eppenstein of Chicago, Philip Will, Jr. of Evanston and Verne W. Moon of 


Highland Park. 


GENERAL ELECTRIC 
AWARDS $1,000 PRIZES 
IN HOME BUILDING 
COMPETITION 


CHICAGO—At a 


given 
March 


luncheon 
2nd by R. Cooper, Jr., at the 
Drake Hotel, W. O. Batchelder, com- 
mercial vice-president of the General 
Electric Company, presented three grand 
prizes of $1,000.00 each and three certifi- 
cates to three winners in General Elec- 
tric’s national New American Home 
Building Contest. The winners were Mr. 
and Mrs. J. F. Eppenstein of Chicago; 
Mr. and Mrs. Philip Will, Jr., of Evan- 
ston; and Mr. and Mrs. V. H. Moon, of 
Highland Park. 

The rules of the competition required 
that the entry be a residence completed 
within the period from August 15, 1937, 
to December 24, 1938, and that this resi- 
dence further qualify 
specification. 

The total valuation of entries was over 


on 10 points of 


| before 


$4,000,000.00 and these entries were sub- | 


mitted from 40 of the 48 states. 

The awards were particularly note- 
worthy when it is realized that these 
selected from hundreds of 


| homes entered in this contest by archi- 


| tects, 


builders, realtors, and home own- 
ers from every section of the country. 
To judge these hundreds of houses en- 


tered in the General Electric Contest, a | 


distinguished jury 


consisting of—Miss | 


Eloise Davison, director, New York 
Herald Tribune Home Institute; W. | 
Donald, managing director, National 
Electrical Manufacturers’ Association; 
John McC. Mowbray, president, The Ro- 
land Park Company; Walter R. McCor- 
nack, F.A.I.A., Chairman, Committee oi 
Housing, A.I.A., Dean of School of 
Architecture, M.LT.; and D. K. Vanne- 
man, president, Housing Associates Cor- 
poration,. and Ex-District Director, 
F.H.A., selected twenty houses which in 
their opinion most nearly met these ten 
specifications on which the contest was 
based. 


APEX NET SALES 
$7,500,000 IN ‘38 


CLEVELAND—C. G. Frantz, 


turing Company, Cleveland, Ohio, an- 
nounced consolidated earnings for 1938 of 
Apex and its subsidiaries, of $18,262; but 
providing for Federal income 
taxes. The net earnings 
after deducting Federal income taxes 
totaling $14,865, of which $9,365 repre- 
sents taxes for prior years. This com 
pares with net earnings of $294,724 for 
the year 1937. 

Net sales of the company and its sub- 
sidiaries for the year 1938 amounted to 
$7,542,883, compared with sales of $10,- 
426,298 in 1937, which is reduction ot 
27.6%. 


A Breakfast Starts A Spring Drive 


Distributors and distributors’ salesmen gathered at this breakfast in Philadel- 
phia March 14 to inaugurate a new spring drive on refrigerators, ranges and 
water heaters. A new rate reduction provided the incentive and $1,000 in 
cash prizes to dealers were expected to spur the effort. Part of the campaign 
will be an Electric Kitchen Show April 24-29; a giant cooking school; limerick 
contests for consumers; radio and newspaper advertising to plug economy 
of operation under the new rates, 
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Mr. Frantz in his letter, accompanying 
he annual report to the stockholders, 
jointed out that the entire industry ex- 
serienced a drop in unit volume from 
0% 10 50% over comparative figures of 
the preceding year. The early part of 
the year was particularly bad but the lat- 
vr months of 1938 gradually improved, 
nding to equalize to some extent, the 
wor showing of the earlier months. — 
“Mr. Frantz also stated that great im- 
srovement had been made during the 
year in the balance sheet by the reduction 
inventories from over two million dol- 
lars at the close of 1937 to less than one 
million dollars at the close of 1938. Also 
, substantial reduction was made in plant 
,ccounts through the consolidation of 
slant operation in Cleveland and San- 
dusky. 
A corresponding reduction was made in 
current and long term debts. All bank 
lyans and other note obligations were 
said in full, giving the Company a most 
jvorable financial position with a cur- 
rent ratio of 4.6 to 1. 

The first two months of 1939 show a 
‘ontinued improvement in Apex sales, 
Mr. Frantz stated. Sales for January 
and February are running over 40% 
shead of the same period last year. Fac- 
‘ory employment in Cleveland shows a 
wibstantial increase with two shifts op- 
erating at capacity. 


Apex Appoints St. Louis Distributor 


ST. LOUIS—C. W. Smith, sales man- 

ager, Apex Rotarex Corporation, has an- 
nounced the appointment of Electric 
Lamp & Supply Co., of St. Louis, Mo., 
as distributor for the full line of Apex 
jeaners, washers, ironers and refrig- 
erators. 

Electric Lamp & Supply Co. has a 
wholesale organization of seven men, 
veaded by W. I. Hansen, vice-president 
in charge of sales. They will distribute 
Apex appliances to Metropolitan St. 
Louis, Missouri and Western Illinois. 


Christy to Manage G-E 
Factory Branch in Florida 
Succeeds George Patterson, Inc. 


W. T. Christy, assistant manager of 

the General Electric specialty appliance 
livision for the last six months, has been 
appointed manager of General Electric’s 
new factory distributing branch at St. 
Petersburg, Fla., effective immediately. 
C. E. Curtis will be operating manager 
the branch. 

The factory branch in Florida came 
into being a month ago when George 
Patterson, Inc., relinquished its distribu- 
torship for G-E appliances. The branch 
will have responsibility for the whole- 
sale distribution of household and com- 
mercial refrigeration, ranges, water 
heaters, dishwashers and electric sinks, 
disposals, home laundry equipment, and 
unit kitchen parts. 

Mr. Christy’s first connection with 
G-E occurred when he became a stock 
clerk for the company’s National Lamp 
Works at 16 years of age. A year later 
he was selling electric irons for the Elec- 
tric Specialty Co. He joined the Edison 
General Electric Appliance Co. in 1921, 
selling ranges in Detroit and Minneapo- 
li. He went into business for himself 
in 1922 as vice-president of the United 
Supply Co. in Dallas, then left to sell 
Hamilton Beach motor appliances, and 
later returned to Edison G. E. Appliance 
Co. He served the latter organization for 
14 years as district manager and southern 
division supervisor in Atlanta, Ga., and 
under his management the district grew 
trom the smallest to the largest in dollar 
Volume. He came to Nela Park, Cleve- 
land, in 1937 as chairman of the manage- 
ment committee and manager of the 
tange and water heater sales section for 
General Electric, and was named as- 
sistant manager of the specialty appli- 
ance division last September. 


Look for this symbol 
on steel products. It 
represents the highest 
quality, the finest 
metallurgical service. 


Columbia Steel Company, San Francisco, Pacific Coast Distributors 
Scully Steel Products Company, Chicago, Warehouse Distributors 


This 


SEAL 
Helps Sell 
the Skeptics 


ye any retail appliance sales- 
man. He'll tell you that there 
are more skeptics — more people 
who want to know what’s under the 
surface—than ever before. Today, 
it’s fashionable to be a careful buyer. 

You can’t peel off the enamel and 
show them. You can’t cut the ap- 
pliance in half. But you can do 
better than that. 

On refrigerators, ranges, washing 
machines, and other appliances 
made with the finest-quality steel 
foundation, you can point to the 
green-and-gold emblem of U-S-S 
VITRENAMEL. 


This seal tells the story. It is the 
manufacturer’s guarantee to the 
buyer that the steel, hidden where 
no eye can see, measures up in every 
respect to the quality of the parts 
that can be seen. 

After all, steel comprises up to 
nine-tenths of the appliance. On 
steel depends the flawless finish, the 
strength, the ability to stand hard 
service and still look new. That’s 
why the mark of U-S-S Virrenam- 
EL means “through and through” 
quality. This seal stands for LonG 
LIFE, LIGHT WEIGHT, Low cost. Use 
it to help you sell your products. 


VITRENAMEL SHEETS 


CARNEGIE-ILLINOIS STEEL CORPORATION 


Pittsburgh and Chicago 


United States Steel Products Company, New York, Export Distributors 
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THE NEW WAND TYPE 


GETS “SENSATIONAL POWER” 
FROM A TROUBLE-FREE 


BLACK & DECKER 


Aost THIRTY YEARS’ experience in 
designing and building fine vacuum cleaners are back 
of The P. A. Geier Company’s new ROYALAIRE—a 
“eylinder” type home-cleaning appliance and compan- 
ion to the already famous ROYAL DeLuxe and Super 
Grand Cleaners. 

Made with all the traditional quality and precision 
for which ROYAL is noted, this new wand-type cleaner 
efficiently performs a multitude of services in the home 
including air purifying, insecticide spraying and vapor- 
izing, rug, furniture and drapery cleaning and renovat- 
ing, floor and linoleum polishing. 


To power this versatile machine, ROYAL engineers 
turned naturally to Black & Decker—as they have been 
doing since 1915. And so, in common with other mem- 
bers of the ROYAL family, the new ROYALAIRE 
can likewise boast of quiet, dependable, long-lived, 
trouble-free power. 

The Black & Decker Electric Company is America’s 
most experienced specialist in the design and manufac- 
ture of complete motors or series parts for vacuum clean- 
ers. The cooperation of our engineers is at the disposal of 
manufacturers who may be interested in the application 
of universal motors to the improvement of their products. 


BLACK & DECKER 


THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 
Specialists in the Design and Application 


of Universal Motors 
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ENS of thousands of busy shop- 
pers have stopped to look at the 
refrigerator demonstrated in front of 
the elevator cage on the main floor 
in the Stockton Dry Goods Company, 
Stockton, California. Yet it is no 
different than thousands of other re- 
frigerators displayed in retail stores. 
The one thing that has made this 
display click is that the refrigerator 
is filled with fresh eatables, not imi- 
tations. Anyone can see that the 
food displayed inside is the real thing 
because the refrigerator, while con- 
nected up is kept open all day for the 
inspection of shoppers. Yet an even 
temperature is maintained, even on 
hot days when the main floor shop- 
pers swelter. 

Leon Abrams, manager of the ap- 
pliances department, conceived the 
idea of constructing an air-tight glass 
screen to plug up the refrigerator 
opening while the regular door is 
kept ajar for display purposes. The 
screen is two inches thick with a 
double layer of glass. It fits into the 
bottom of the opening by means of two 


pegs and snaps in at the top. To as- 
sure a snug fit the edges have been 
trimmed with rubber gasket. To all 
appearances the screen is a part of 
the refrigerator. It can be easily re- 
moved, and just as easily replaced in 
the 6 cubic feet refrigerator, for 
which it was especially built. 
| The construction of this screen cost 
about $17.00, but it has more than 
paid for itself in increased sales, says 
Mr. Abrams. 

“Formerly we used imitation food 
products in the demonstrator,” he 
said. “We couldn’t show real foods 
because shoppers repeatedly opened 
the door, and it was therefore impos- 


Fresh food could be displayed in this refrigerator, with its glass screen, 
while regular door is kept ajar for display purposes. 


Screen Door Attachment 
For Refrigerator Display 
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sible to maintain a uniform tempera- 
ture inside. The food spoiled and 
produced an odor. 

“We prefer to show fresh foods in- 
stead of imitations, for the reason 
that more shoppers are attracted to a 
display in which fresh foods are used. 
Furthermore, when demonstrating the 
refrigerator we can impress the cus- 
tomer by pointing to the healthy ap- 
pearance of the meat, the vegetables 
and other food items. This often 
helps to close the sale. You can 
imagine the customer’s reaction when 
the screen is removed, and she can 
feel the temperature inside and actu- 
ally see with her own eyes, and feel 
with her own hands how healthy the 
food has been kept. 

“We plan to build similar screens 
for other models, to be used in dis- 
playing them. The original cost of 
$17.00 was somewhat high, owing to 
the fact that we had to prepare sev- 
eral designs. Now we can build such 
screens for half the cost. They're 
economical because we can use them 
again and again for demonstration 
purposes.” 


Silhouetting the 
Small Appliance 


TAGE setters in the theater have 

learned the effectiveness of a bright- 
ly illuminated background against 
which the persons of the drama can be 
silhouetted in sharp outline. To obtain 
this desirable result in merchandise 
display suggests an expensive ground 
glass installation, striking but costly. 
When the small appliance department 
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Store. 


(the Broadway Department Store of 
; Angeles, Calif., remodelled its dis- 
ly cases early this year, however, 
F. Brown, manager of the depart- 
ent, was able to produce just this 
wired background without undue 
st by the use of parchment paper 
th the required illumination be- 
nd it. A modernistic type shelving 
pastel colors is used which offers a 
he of appropriate shape for each 
lividual appliance against a softly 
gited background. The display cases 
ne either side of the alcove devoted 
electrical equipment, with open 


Small appliances are silhouetted in this striking display of Broadway Dept. 


tables in between. Appliances are 
grouped by makes and displays are 
surmounted by attractive illuminated 
signs. Thus the housewife who has 
already purchased an appliance of a 
given make with which she is finding 
satisfaction may view others of the 
same “family,” or if she wishes, can 
turn elsewhere to see what else is 
available. The bright attractive 
“spring” effect of the new department 
display has brought much favorable 
comment from customers and un- 
doubtedly has aided in keeping up 
merchandise sales in this department. 


Hobby Increases Business 


BOY’S love of ship models 
led to the establishment of 
a model department in the 
uccessful electrical supply store of 
C. McAfee, 510 Locust Street, Des 
loines, operated as the Central Elec- 
nic Company. 
Sales volume jumped up _percept- 


‘ly following the inauguration of the 
ew department. So many boys, 
ung men and fully matured men 
ho love to tinker with the construc- 
m of models, suddenly found it 
mvenient to purchase their electrical 


needs at Central Electric Company. 

So popular has the idea become 
that now McAfee devotes the bulk 
of his window displays to the show- 
ing of ship and boat models, with fre- 
quent changes. The upper section of 
the windows are reserved for the 
display of electric lighting and other 
fixtures. The window never fails to 
attract constant attention, which is 
often taken advantage of for the 
display of new electrical merchan- 
dise, with resultant very satisfactory 
sales. 


This window, devoted to a hobby never fails to attract attention and 


bring in people. 


ELECTRICAL MERCHANDISING—APRIL, 1939 


THE “CYLINDER TYPE” CLEANER 
THAT HAS MORE THAN 
MERELY A LOW PRICE, 


EYE APPEAL 
EFFICIENCY 
DURABILITY 


—ARE ALSO VERY VITAL WHEN 
DEALERS SELECT MERCHANDISE 
FOR QUICK TURNOVER 


HAS ALL OF THESE 
ESSENTIAL QUALIFICATIONS— 


—THE DISTINCTION OF BEING THE 
ONLY CYLINDER TYPE CLEANER 
THAT HAS A PATENTED SWEEP 
ACTION FLOATING BRUSH BUILT 
RIGHT IN THE FLOOR NOZZLE! 


THE P. A. GEIER CO., 


CLEVELAND, O. 


CONTINENTAL ELECTRIC COMPANY, LTD. 
Toronto, Ont., Canada 
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Electrical Merchandising is proud to have played a part in Apex's five years of progress and success... 


May the next five years prove even more profitable! 
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PEAKING statistically, it is interesting to note that during these five years of constant advertising to the 


trade, Electrical Merchandising will have made a total of 1,787,400 printed Apex sales calls on the Appliance 
Industry,—a job that, if done with manpower alone, would require more than 178 salesmen working 50 


weeks a year for five years! 


While advertising in“E.M.” cannot replace personal selling, it can cut sales costs and speed up dealer 


coverage and cultivation in supplementing personal selling with the printed word. 


ELECTRICAL MERCHANDISING 2:0 west St, New York, N.Y. 
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yolume at standard schedules. 

Mr. McAfee’s son, George, a ris- 
ing young man in his_ twenties, 
became interested in his father’s busi- 
ness. He had always been interested 
in building model ships, airplanes and 
railroads. His dream had always 
heen to turn out models in replica and 
naturally many times had to send 
away for parts. This would delay 
his building and quite often the parts 
he ordered were not what he wanted. 

George began to wonder if other 
joys and young men interested in 
model building, were not experienc- 
ing the same difficulty. 

Something over five years ago, 
George sold his father on the idea 
fj installing a model supply depart- 
ment in Central Electric, stocked with 
i] parts and accessories, plans, etc., 
so essential to the art of model con- 
struction. 

Conceived in the spirit of supply- 
ng a definite want, the new depart- 
ment soon proved to be an excellent 
stimulator of electrical sales as well 
.s model parts and plans. Four years 
igo a model ship line was established. 
The success of this venture now 
brings along a line of model rail- 
roads and airplanes. 

The father got a tremendous in- 
crease in sales volume and the son 
got a department suited to his life- 
long hobby. 


Models Are Cheap 


The model airplane and ship model 
wtfits in knock down form, complete 
with plans sell from 10 cents up. 
Model ship kits containing curved 
hulls and metal parts bring from $6 to 
$10.50; others higher. 

It is interesting to note that George 
McAfee places the average age of the 
youthful model builder at from nine 
to 17 years. The period from 17 to 
23 years usually finds the “would-be 
hobbyist” trying to establish himself 
by further education in readying him- 
sli for a position in the community 
x by immediately looking for a job. 
The ages of 25 years up find this in- 
dividual again putting in all of his 
spare time building model planes, 
ships or trains. 

The hobby department brings into 
the store a high type of mechanical- 
minded young men and men who 
make excellent customers for the regu- 
lar electrical lines. Friendships 
brought about through the mutual love 
if model building, have proved to be 
lasting from the standpoint of per- 
manent customers. 

Such customers, Mr. McAfee finds, 
naturally demand quality merchandise 
and seldom bother about price or 
bargains. 

Note: McAfee purchases most of 
his model requirements from Ideal 
Aeroplane Supply Co., 22 West 19th 
St., N.Y.C. 


R.E.A. Allots Another $5,500,000 


_The Rural Electrification Administra- 
tion on March 23 announced allotments 
totaling $5,573,000 for 46 projects in 24 
States. This brings allotments made by 
REA since it was established in 1935 
to $201,803,330, of which $112,172,020 
fepresents operations during the current 
fiscal year. 


... and so, the silver has the buyer’s 
acceptance, because she knows that 
“Sterling” is the mark of fine quality 
.. . And this silverware goes into 
a home which is well equipped with 
good heating devices whose elements 
are made of Chromel — another name 
which, to the heating appliance in- 
dustry, stands for all things good 


in heating-element material. 


~acoop wame in HEATING ELEMENT 


ELECTRICAL MERCHANDISING—APRIL, 1939 


“You See, it's Sterling 


The Wire That Made LEZ Electric Heat Possible 


CHROMEL 


Chromel has a good name, not because 


we proclaim it so; but, because for 
a generation, it has been earning for 
itself that universal acceptance which 
trustworthy performance always en- 
genders. So, you protect your own 
good name when you specify long- 
lived Chromel heating elements . . . 
Hoskins Manufacturing Com- 


pany. Detroit, Michigan. 


COC 
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PREMIER DIVISION 


ELECTRIC VACUUM CLEANER CO. INC. 


GENERAL OFFICES -1734 IVANHOE ROAD 


CLEVELAND, OHIO 


January 26, 1939 


Mr. Leonard P. Canty, 
EjJecti1ical Merchandising, 
Hanna Building, 
Cleveland, 0. 


Dear Len: 


The following is a tabulation of dealers’ inquiries resulting from 
the direct mcil broadside which we mailed over your McGraw-Hill 
electrical appliance dealer list, No. D-6, in August, 1938, fea- 
turing PREMIER vacuum cleaners. 


Dealers Cleaners Sold No 
Inguiries Reports Sold on First Order Sale 


975 785 263 537 522 


The results obtained were more than satisfying and the majority of 
the 263 dealers sold represented new accounts. Because our whole- 
Sale organization was not then giving us complete coverage, many of 
the dealer inquiries were not followed personally. approximately 
40% of the inquiries had to be answered by mail instead of by per- 
sonal contact. That is the reason why we did not sell a greater 
number of the inquiring dealers. Had we been able to personally 
contact these dealers, I am sure that we could have doubled the 
number of dealers sold and, therefore, the number of cleaners sold, 


We have endeavored to build our wholesale distribution to a point 
where we shall be able to capitalize, more readily, upon the con- 
plete and well-balanced coverage that we obtain through McGraw-Hill 
direct mail service. As we approach this goal, I know that we can 
use your mailing service with even greater results. 


Cordially yours, 


WFC : MMcV W.F. CONLEY, ADVERTISING MANAGER 
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DISING 


Paul Quattlebaum in Action. 


Fifty Ranges 
in Forty Days 


ELLING fifty ranges in the first 

forty days of a two-month range 
campaign is an unusual and ex- 
traordinary feat, but the manner in 
which this feat was accomplished was 
not so unusual unless hard work is 
now considered an out-of-the-ordinary 
means. 

Paul Quattlebaum, owner and oper- 
ator of the Quattlebaum Electric 
Company, a full line Westinghouse 
dealer in Charleston, South Carolina, 
has experienced a most successful year 
in selling electrical appliances. With 
all due fear of being branded a “Bab- 
bitt” pronouncing Cliches and Bro- 
mides, young Mr. Quattlebaum (he 
is only 25) attributes his success to 
constant driving toward sales and 
making use of up-to-date and efficient 
advertising and sales promotional 
helps. By this method he expects to 
sell 150 ranges in 1939. 

The Quattlebaum Electric Company 
is an averaged sized store employing 
four salesmen. There are 7,659 meters 
in the territory in the city of Charles- 
ton as a potential market. The sales- 
men are paid a small salary plus 10% 
commission with a proportional hold- 
hack each month to draw on for bad 
days or holidays. All salesmen know 
how to cook on the ranges and are 
capable of giving complete demonstra- 
tions and thoroughly training custom- 
ers in the full use of the appliance. 
Quattlebaum also conducts numerous 
cooking schools to educate the home- 
makers in the advantages of electric 
cooking. 

The Quattlebaum organization con- 
ducts an up-to-date merchandising 
activity at all times. The floor dis- 
plays are changed and re-arranged at 
regular intervals and complete demon- 
stration materials are always on hand. 
They make full use of all the manu- 
facturer’s literature and traveling 
films sent to them to acquaint them- 
selves with the latest selling ideas. 
All the salesmen sell from the floor 
and by house-to-house calls. They 
make most of their calls in the early 
evening, having previously obtained 
permission to call by telephone. The 
advertising consists of the key city 
tie-in ads, radio shorts, and the cook- 
ing schools, 


FANS 


ATTIC 
VENTILATORS 


8 APITALIZE on the fast growing 


demand for attic ventilation! Cat- 
alog No. 1957 describing Diehl Attic 
Fans, in four sizes, Suction Chamber 
Materials and other accessories will be 
mailed to you on request! 


you muke 
EXTRA PROFITS 


HE new models illustrated offer 
possibilities for boosting 
your sales volume. They are leaders 
in the complete Diehl Fan Line which 
includes: The “Ribbonaire”’; Quiet and 
Standard Model Desk and Bracket 
Fans; Air Circulators; Attic Fans; 
Commercial, Industrial and Kitchen 
Ventilating Fans. All are illustrated 
and described in the Diehl 50th Annual. 
Fan Catalog. Ask your wholesaler 
for a copy, or write us direct. Inquire 
about the many new selling helps avail- 
able to stimulate your fan sales. 


DIEHL MANUFACTURING CO. « Elizabethport, N. J. 


Electrical Division of THE SINGER MANUFACTURING COMPANY 
ATLANTA + BOSTON + CHICAGO + DALLAS - NEW YORK + PHILADELPHIA 
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G-E Range 
General Electric Co., Specialty Appliance 
Div., Nela Park, Cleveland, O. 
Mope1 “Viking”. 


SELLING FEATURES: 
porcelain, 


Built-to-floor, all- 

l-piece body model with 
l-piece stain-resistant porcelain en- 
amel cooking top and backsplasher: 
equipped with three 5-heat Select-A- 
Heat Calrod surface units: 2 utility 
size 1300 watts, 1 giant size 2100 
watts; 6 qt. thrift cooker; oven avail- 
able with open coil or Calrod units, 
easily removable; preheats quickly: 
has 2 baking speeds—one using top 
heat, the other only the lower unit, 
and 2 broiling speeds—one for fast, 
charcoal-type broiling, the other for 
foods requiring longer time: broiler 
meter eliminates guesswork in plac- 
ing food at proper distance from unit: 
both shelves slide, one is reversible; 
lock stop prevents tipping; no-stain 
vent; upper storage drawer can be 
converted into warming compartment 
at slight additional cost by installing 
7500 watt Calrod unit thermostatic- 
ally controlled—Electrical Merchan- 
dising, April, 1939, 


SUPERFLASH Photolamp 


Wabash Photolamp Corp., 335 Carroll St., 
Brooklyn, N. Y. 


Mopets: Two new sizes, No. 2A and 
No. 3A have been added to the Wa- 
bash line of Superflash lamps. 

SELLING Features: No, 2A enables 
press photographer to use standard 
4x5 in. focal plane Graflex and Speed 
Graphic for “freezing high speed ac- 
tion at 1/1000 of a second; extra long 
“peak-light” lasts yeth of a second; 
total output 75,000 lumens. No. 3A 
is a new “commercial size” smaller 
than any commercial bulb; “high 
peak” flash penetrates distance and 
covers large wide areas color work: 
total output such as banquet halls, 
fire and accident scenes, also recom- 
mended for 100,000 lumens.—Elec- 
trical Merchandising, April, 1939. 
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CLARK Portable Water 
Heater 


McGrow Electric Co., Clark Water Heoter 
Div., 5201 W. 65th Chicago, 


Devices: Two gal. portable water 
heater for doctors offices, barber 
shops, filling stations, cottages, road- 
side stands. 

SELLING FEATURES Fifteen and one- 
half inches high, 10 in. wide, 11% in. 
deep; inner tank and all water con- 

heavy tinned copper; 

outer shell finished in baked white 
enamel with black trim; 450 watts, 

115 volts, a.c. (220 volts on special 

order); equipped with Clark “black 

heat” element; automatic thermo- 
static switch; easy to install—bracket 
plate is screwed on wall in desired 
position—water connection is made 
with short length of pipe or tubing: 
no special wiring necessary—heater 
plugs into nearest receptacle.—Elec- 
trical Merchandising, April, 1939. 


nections of 


EVANOIL Oil Fired Heaters 


Evons Products Co., Fullerton at Greenfield, 
Detroit, Mich. 


Device: New line of “Forced-Aire” 
irculating heaters equipped with 
“synchro-float” fan system, featuring 
fan-forced heat at floor level. 

Secuinc Features: Silent, p »wertul 
fan delivers steady flow of warm air 
across room at floor level; hot air is 
pulled from ceiling, reheated and dis- 
charged at base of heater; low-boy 
design; heat capacities range from 
30,090 to 70,000 B.t.u. for heating 
single rooms or average size small 
1omes ; heat control dial conveniently 
located on front panel; all parts fully 
enclosed, service door in side panel 
permits accessibility to safety float 
valve and to fill leak-proof fuel tank; 
equipped with over-size humidifier, 
radiant heat doors and aerodynamic 
grilles. 
\ line of “Standard” heaters is also 
available which does not include fan- 
forced heating. —Electrical Merchan- 
dising, April, 1939. 


PROCTOR Roast-or-Grille 


Proctor Electric Co., Seventh St. & Tabor 
Rd., Philadelphia, Pa. 


Moper: 120. 


Sectinc Features: Eighteen quart 

capacitv; 4 broiling positions; white 
enamel with cobalt blue enamel inset 
and wall pan: copper dial and name 
plate. 
As a special introductory feature a 
new streamlined Roast-or-Grille table 
is offered in cobalt blue and white to 
hold Roast-or-Grille at cooking 
height; a convenient shelf or pan set, 
broiler unit, cord, etc., complete the 
unit. 


‘kIcE: Twenty-four dollars and ninety- 

five cents; broiling unit $2.50 extra 
and table $2.50 extra.—Electrical 
Verchandising, April, 1939. 


UNIVERSAL Cleaner 
Londers, Frary & Clark, New Britain, Conn. 


Mope.: No. E3301 motor driven brush, 
ball bearings cleaner with headlight 
and attachments. 

SELLING Features: Specially designed 
rotary brush; extra powerful suc- 
tion new design nozzle and fan case 
permits free flow of air developing 
powerful suction; turning one adjust- 
ing screw raises or lowers nozzle to 


different levels; tilting device on side 
of handle; rear swivel wheel makes 
it easier to clean under chairs and 
other furniture; blue and silver dust 
proof bag; 15 watt Mazda head light; 
chromium plated handle and _ hard- 
ware, Attachments include 8 ft. web 
covered hose; 30 in. extension tube; 
7 in. drapery nozzle; utility brush; 
and radiator tool. 


Price: Twenty-nine dollars and ninety- 


five cents complete with attachments. 
—Electrical 
1939. 


Merchandising, April, 
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PROCTOR Iron 


Proctor Electric Co., Seventh St. & Tobg 
Rd., Philadelphia, Pa. 


Monet: “Never Lift” iron. 

SELLING Features: By pressing by: 
ton on front of handle the iron rajs 
itself on legs that are separate fr 
sole plate; when ironing you merely 
press down slightly and the leg 
back into ironing position—and t! 
iron glides along; fabric dial indicat 
correct temperature for various {3} 
rics; three-speed selector for {as 
medium or slow ironing; a.c. 
110-120 volts. 

Price: $12.50.—Electrical Merchandis 
ing, April, 1939. 


only 


EUREKA Range Stand 


Eureka Vacuum Cleaner Co., Detroit, Mich. 


Device: Black and white baked enamel 
collapsible steel stand for the portable 
Eureka wall outlet range which is 
equipped with patented surface cook- 
ing units that fold up when not in use 
and patented current limiting switches 
which make it possible to use both 
side burners and oven at same time— 
Electrical Merchandising, April, 1939. 


APEX Washer 
Apex Rotarex Corp., Cleveland, O. 


Settinc Features: Oversize tub, 18 
gal. capacity; dome-shaped rolled-in 
edge; washboard sides and patented 
quick-drain bottom, finished in white 
vitreous porcelain; washes 8 
clothes; medium size 3 vane, cast 
aluminum spiral dasher; Apex pres 
sure selector type wringer with bal- 
loon rolls, push-bar instant safety re- 
lease, easy operating end reset and 
self-reversing drain-flume; machine- 
cut gears running in oil; powered by 
Briggs & Stratton 4-cycle gasoline 
motor, Model “W.M.” foot pedal tor 
easy starting, moisture-proof ignition, 
governor speed control; white finish 
with aluminum trim. — Electrical 
Merchandising, April, 1939. 
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|the beauty of Blackstone's brilliant’"SUPER- factory accepts the responsibility for keeping them sold! 
EL” finish might be “love's labor lost’ were it | Washing machines are natural prey for rust and cor- 
r ot the scientific “dunking” that goes on in Bill rosion which shorten useful life and destroy good 
veland, O. [tts’ department. Bill, who has helped build qual- appearance. Bonderizing enables you to assure your 
-size tub, 190 Blackstones for 42 years, is in charge of the customers that their Blackstones will look well, and 
ped rolled-in rizing unit. perform well, long after the disgusted owners of in- 


and patented 


ae in = eassembly, all metal parts for BlackstoneWashers ferior equipment have relegated it to the junk pile. 


3 vane, cast /™Oners are Bonderized by asequence oftreatments BLACKSTONE MFG. CO., INC., JAMESTOWN, N. Y. 
er with bal- (Petes of six giant dip tanks. Rust and corrosion 
nt safety Te Hlare killed in the early stages of the manufacturing LACKS { ONE 
gasoline With the SUPERNAMEL!” finish which is later 
not pedal IS BUILDING FOR 
roof ignition, sf 
be you may ask, Blackstone worry about 
39. tunseen things?” The answer is that Blackstone 

kts its dealers to se// washing machines... the 
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NEW 


WESTINGHOUSE Irons 


Westinghouse Electric & Mtg. Co., 
Mansfield, O. 


Mopets: Pacemaker LT-4 and Stand- 
ard LR-24 Adjust-O-Matic irons. 
Sectinc Features: Pacemaker has 
heat-control lever marked with names 
of fabrics; base is constructed to keep 
heat concentrated in ironing surface 
making top and handle cooler; ma- 
roon finished wood “fatigue-proof” 
handle; weighs 5 Ib.; 115-volt, 850 
watts, 6 ft. detachable cord. Standard 
model has same type heat-control 
lever as Pacemaker; black “fatigue- 
proof” handle; weighs 6 Ib.; 700 
watts, a.c. only.—Electrical Merchan- 

dising, April, 1939. 


CHROMALOX Range Unit 


Edwin L. Wiegand, 7500 Thomas Blvd., 
Pittsburgh, Pa. 


Device: Three-ring, 2000-watt, 230- 
volt Super-Speed range unit. 

SELLING Features: Concentric ring 
design and all-flat top with cooking 
area 8 in. diam.; produces 5 different 
heats (wattages) when used with a 
5-heat switch and connected to 3-wire 
service; on high switch position all 


3 rings give 2000 watts, medium, 1400 
watts on outer and inner rings; center 
switch gives 600 watts confined to 
middle ring (6 in. diam.) ; low switch 


gives 350 watts, confined to inner and 
outer rings; and simmer switch posi- 
tion gives 125 watts distributed over 
entire unit.—Electrical Merchandis- 
ing, April, 1939. 


v 


EDWARDS Chimes 
Edwards & Co., Norwalk, Conn. 


Mopets: Colonial, Patrician, 
and Moderne. 
Sectinc Features: All four models 


available in tubular type for average 
size homes and in the Junior type 
with enclosed xylophone bars, for 
smaller homes and apartments. Tubu- 
lar models have extra large size tubes 
for greater resonance and mellow 
tones; all types have 2 harmonious 
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DEVICE: 
SELLING FEATURES: 


PRICES : 


notes in sequence for front door; 2- 
entrance types have an added single 
note for rear door; Junior chime 
models are 8tx44x2t in.; Tubular 
models, 8tx44x2t in. Junior chimes 
operate from any good doorbell 
transformer; special transformer is 
included with each tubular chime. 
Prices: From $4 to $10. Cathedral 
chimes in 2, 3, and 4 tube are also 
available from $20 to $38.50.—Elec- 
trical Merchandising, April, 1939. 


HOLLIWOOD Grill 


Finders Mfg. Co., 1638 W. Kinzie St., 
Chicago, Ill. 


Square table grill. 

Suitable for pan- 
cakes, bacon and eggs, hamburgers, 
french toast, etc.; approximately 11 
in. square, 4 in. high; chrome steel 
base, cast aluminum top easily re- 
movable for washing; drain with 
grease cup; 1100 watts, ac. or d.c. 
Holliwood line also include 2 cast 
aluminum broilers No. 20 and No. 40. 
Square grill, $6.95; broiler 
No. 20, $7.95; broiler No. 40, $11.95. 
—Electrical Merchandising, April, 
1939. 


HANDY Appliance Plug 


Albany Sales Co. of N. Y. Inc., 341 Madi- 
son Ave., New York, N. Y. 


SectinGc Features: Easy to attach to 
wires: cap is removed, wires sepa- 
rated and inserted, cap is replaced, 
and plug is ready for use; cannot be 
taken apart except for cap. Each 
plug is mounted on individual display 
card. 

Price: 35 cents.—Electrical Merchan- 
dising, April, 1939. 


SERVHOT Water Heater 
Swartzbaugh Mfg. Co., Toledo, O. 


Movers: No. 785 14 gal. automatic 
water heater. 


SELLING Features: Non-pressure grav- 


ity type water heater; adjustable 
thermostat has wide temperature 
range; rock wool insulated; long-life 
drum type element; adjustable spout 
for right, left or center mountings ; 
bracket and screws provide for quick 
installation; 115 volts, 1000 watts, a.c. 
only. — Electrical Merchandising, 
April, 1939, 


EASY Washer 
Easy Washing ae Corp., Syracuse, 


Move: 1T9. 
Features: Eight lb. capacity; 


equipped with turbolator, 3-zone 
washing action; Perma-tected wash- 
ing surface; 3-way wringer safety: 
bar release, roll-stop and safety zone 
construction; automatic self-reversing 
water board; modern streamline de- 
sign with long bumper legs that pro- 
tect type and base; white porcelain 
enamel tub inside and out, chrome 
trim; precision-built gear case sealed 
with life-time lubricant; easy electric 
pump (1TP9).—Electrical Merchan- 
dising, April, 1939. 


v 


EXTENDO-MATIC Ironing 
Board 
Beh & Co., 1150 Broadway, New York City 


DEVICE: 
outlet. 

Settinc Features: Avaliable in 2 
sizes No. 247 PC—12x48 in. padded 
and covered top and No. 257 PC— 
13x54 in.; both models equipped with 
built-in outlet and 7 ft. extension cord. 

Prices: No. 247PC, $1.75; No. 257PC, 
$2.25. — Electrical Merchandising, 
April, 1939. 


Ironing board with built-in 


DOMINION Toaster 


Dominion Electrical Mfg. Inc., 
Mansfield, O. 


Mopet: No. 
toaster. 

Features; Toasts 2 Slice: 
both sides at same time; indicator 
when set produces toast of the de. 
sired brownness and automatically 
cuts off current when toast pops up; 
660 watts, 110-120 volts; chrom 
finish with walnut handles. 

Price: $10.50.—Electrical Merchandis- 
ing, April, 1939 


602 automatic pop-u 


WHITE CROSS Water Heater 


National Stamping and Electric Works 
3212 W. Lake St., Chicago, Ili. 


Mopet: No. 139 commercial water 
heater for serving hot drinks at bars, 
taverns, clubs and hotels. 

Sectinc Features: Fast heating spe- 
cial alloy element produces boiling 
water in less than 1 min. the manu- 
facturer claims; ac. or dic. with 
high-low switch control; 3 qt. ca- 
pacity; no-drip faucet; stainless satin 
chrome finish; 18 in. high, 8} in 
diameter. 

Price: $19.75.—Electrical Merchandis- 
ing, April, 1939. 


EMERSON Fans 


The Emerson Electric Mfg. Co., 
St. Louis, Mo. 


Mopets: Two new fans—12 and 16 1. 
—speed overlapping-blade oscillators. 

Features: Sixteen inch ian 
has new, specially designed blades, 
operates at slow speed (1060 r.p.m.). 
Both fans have new guards, designed 
for added protection; capacitor 
motors; black lacquered aluminum 
blades; black baked enamel on motor, 
base and guard—Electrical Mer- 
chandising, April, 1939. 
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market !! 


Dealers Who con- 
sistently promote thi a 
is 
CROSLEY 
me will obtain | 
a 
LARGER and 
STANT flow of pros- 
Pects because PRICE 
Plus the Shelvador is 
and always will be the 
greatest of all refriger- 
ator sales Stimulants! 


Crosley 
Special Shelvadors 
are an achievement in qual- 


ufactured to give STANDARD service at 
Oy lowest possible prices. The hermetically sealed 
e Electrosaver insures minimum operating cost. The 
Shelvador assures greatest efficiency in use—savings in 
steps, food and energy—long and lasting satisfaction—to 
which thousands of women are testifying throughout the world. 


THE CROSLEY CORPORATION 


POWEL CROSLEY, Jr., Pres. CINCINNATI 
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This streamlined 
beauty is the new De- 
lux 16-inch SIGNAL 
3-speed Fan. It is 
modern in styling and engineer- 
ing. Some of the outstanding fea- 
tures are enclosed oscillating 
unit with push button control, 
slow speed motor, greater air 
delivery, wide sweeping fan 
blades and unusual quietness. 


Finished in rich black baked- 
on enamel, polished aluminum 
blades and cadmium plated guard. 


$99.50 


LIST 


ADJUSTABLE 
FLOOR MODEL 
PEDESTAL FAN 


Here’s the New Signal Automatic 
Wall Box Kitchen Vent Fan 


onty $94.00 


LIST 


A high quality kitchen vent fan for 
permanent installation . . . telescopic 
in design . . . made in sizes to fit 
walls from 7” to 24” thickness... 
easy to install ... 10” quiet type fan 
that moves 500 cubic feet of air per 
minute ... outside shutter frame is 
cast iron with aluminum weather- 
tight shutters . . . motor is rubber 
mounted . .. motor operates by open- 
ing and closing door. 


A high quality oscillating fan adjustable from 4 

ft. 6 in. to 7 ft. 6 in. from floor to center of fan 
. 16” quiet type polished aluminum fan blades 
. rotary type switch, 3 speeds . . . induction 

motor non-radio interfering ......... 


$35.00 


LIST 


SIGNAL ELECTRIC MFG. CO., Menominee, Michigan 


Offices in all 
principal cities 
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CROSLEY Washers & lIroners 
The Crosley Corp., Cincinnati, O. 


Mopets: 4 
ironer. 
Settinc Fratures: Invertible 3 wing 
aluminum agitator can be used in 2 
positions, providing advantages of top 
and bottom washing; simplified drive 
mechanism sealed; pivot ball bearing 
on every moving shaft; automobile 
type control lever; pump evailable at 
slight additional cost; simple design, 
quiet operation; Model L712 equipped 
with time switch to automatically 
stops motor at time set, dial indicates 
proper washing time for various ma- 


new washers and a new 


terials. 
2 gas powered models for farm 
homes, 18 and 22 gal. capacities are 


both powered with latest type Briggs 
& Stratton ¢ h.p. 4-cycle air cooled 
engine. 


— 


tangerine and canary yellow colors 
are another feature, making it pos. 
sible for food to be cooked and seryed 
at table in same dish; 1 large 24 qt 
uncovered meat dish and two 2-qt 
covered vegetable dishes are standar( 
equipment; vitreous enamel remoy. 
able inset; steel lifting rack to rai 
or lower all dishes at once, also serye; 
as a baking trivet; accurate tempera. 
ture control calibrated for tempera- 
ture setting specified in standard cook, 

ks; a broiler-grid unit including , 
flat grid plate with heating elemen 
and metal reflector are also included: 
heating element is removable fo; 
cleaning. — Electrical Merchandising, 
April, 1939. 
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STERILAMP for Refrigerators 


Westinghouse Electrical & Mtg. Co., 
Mansfield, O. 


Device: “Sterilamp” for sterilizing food 
compartment with ultraviolet rays is 
now available as a “plug-in” acces- 
sory for 1939 refrigerators. 


SELLING Features: Sterilamp is a a 
in. mercury vapor lamp enclosed in a EV 
tube of special glass which 
emission of ultra-violet to which or- F 
dinary glass is opaque; uses less than SEL 
New model L718 ironer has seli- 4 as much current as ordinary 25 watt T 
aligning chromium ironing shoe; household lamp.—Electrical Merchan li 
fully automatic, finger-tip and knee dising, April, 1939. 1 
control; 6 in. x 26 in. steel roll with n 
145 sq. in. ironing surface. | 
Prices: Washers from $44.95 to $79.95; v c 
18 gal. gas engine washer $79.95; § 
22 gal. gas engine washer $89.95; : 
ironer, $59.95.—Electrical Merchan- 
dising, April, 1939. Pr 
v 
SIMMONS Tooth Brush 
Simmons Mfg. Co., 122 W. North Ave., 
WESTINGHOUSE Roaster Chicago, Ill. 
Westinghouse Electrical & Mfg. Co., Device: Electric tooth brush. 
Mansfield, Selling Features: Consists of hand piece G 
Device: New white Automeal roaster which holds at one end a small round 
featuring a “Look-In” lid bristle tooth brush driven by means y 
of a thin flexible shaft by an electric 
SELLING Features: 1-piece heavy-gauge motor usually placed in such a way 
aluminum lid is equipped with heat- that the shaft hangs down, making it 5 
proof glass panel to permit inspection easy to use; a variety of brushes in 
of food as it is being cooked without varying hardness can be quickly 
opening roaster; glass panel is held changed so that every member 0! 
firmly in place, easily removable for family can have own tooth brush; 
cleaning; does not collect steam, food small rubber suction cup also avail- 
is plainly visible at all times. able as a gum massage.—Electrical 
Heatproof Hall ovenware dishes in Merchandising, April, 1939. 
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DISING 


1-EZE Desk Lamps 


Artistic Lamp Mfg. Co., 395 Fourth Ave., 
New York City 


Device: I-EZE Fluorescent desk lamps. 


SeLING Features: Uses a 15 watt 
Fluorescent bulb; specially treated 
reflecting surface; model AC-41F il- 
lustrated 154 in. high, adjustable re- 
flector 18} in.; finished in brushed 
cadmium of Flemish bronze. Other 
models available include a clamp-on 
model that can be attached to any 
desk, counter or shelf; double swing 
arm assures light where it is wanted. 
Perce: Model illustrated $20; other mod- 
els from $17.50 to $30.—Electrical 
Merchandising, April, 1939, 


v 


MITCHELL Lamp 


The Mitchell Mfg. Co., 1550 Dayton St., 
Chicago, Ill. 


Device: Fluorescent daylight lamp for 
desk use. 


SecLinc Features: Utilizes new Mazda 
T-8, 15 watt daylight fluorescent cool 
light bulb; 154 in. high; adjustable 
metal shade 18 in. long highly polished 
mirror-light reflector is built within 
shade; thermal switch type auxiliary 
reactor is concealed within base; 
Gorgian bronze base and shade; gold 
finish supporting standards ; available 
for a.c. and d.c. 


Paice: $12.50 without bulb.—Electrical 
Merchandising, April, 1939. 


GRUBER Wall Bracket 
Gruber Bros., 72 Spring St., New York City 


Mover: Gruber No. 30-18 wall bracket 
-° accommodate an 18 in. fluorescent 
amp. 


Settinc Features: Wired with sock- 
ets and auxiliaries which are housed 
inside metal channel; available in 
satin chrome finish; center screw and 
box strap furnished for fastening di- 
rect to outlet box.—Electrical Mer- 
chandising, April, 


SeLtinG FEATURES: 


SELLING FEATU RES : 


SELLING FEATURES: 


FLUORESIGHT Desk Lamp 


Illuminating Arts., 2110 Commonwealth 


Ave., N. Chicago, 


Mopet: No. 800 Fluoresight for use 


with new Fluorescent Mazda lamp. 


Streamlined desk 
lamp of dark oxidized copper finish, 
height ov erall 154 in.; height to shade 
13 in.; shade length 18% in. base 
length 10 in.; weighs 15 lb. packed; 
for use with a.c. 


Price: $18.75 less lamp.—Electrical 


Merchandising, April, 1939. 


AJUSCO Desk Lamp 


Adjustable Fixture Co., 104 E. Mason St., 
Milwaukee, Wis. 


Mopet: No. 326 desk lamp for use 


with Fluorescent Mazda lamp. 


Height to bottom 
of shade 12 in.; base 14x5 in.; 18 in. 
adjustable shade ; toggle switch in 
base; English or Grecian bronze fin- 
ishes available; for ac. or d.c. not 
including lamp bulb. 


PRICES : on Bronze, $22 for a.c., 


$23 for dic.; Grecian Bronze models 
$25 for a.c.; $26 for dic. Parker pen 
set $5 additional—Electrical Mer- 
chandising, April, 1939. 


v 


DREAM-LITE Desk Lamp 


Lighting Products Inc., Highland Park, Ill. 


“Dream-Lite” Fluorescent desk 


lamp FL 900-18. 


Utilizes an 18 in. 
Fluorescent tube which may be ob- 
tained in a variety of colors from 
daylight effect through the blues and 
reds to a golden yellow; ultra- 
modern design—chrome curved stem 
with ebony base and shade.—Elec- 
trical Merchandising, April, 1939. 
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MITCHELL CRASHES THROUGH 


with the Lighting Sensation of the year 


DISTANCE/ | 
FROM LAMP 


30" 24" 1 8" 1 > 


750 


LESS BULB 


“THE LAMP OF TOMORROW...TODAY !” 


Model No. 2000—MITCHELL FLUORESCENT DAYLIGHT 
LAMP for 110-120 volt, 60 cycle Alternating Current, unless 


Direct Current specified. Height 1544”, Width 18’, Cord 9’ long. 
NE DAYLIGHT FLUORESCENT 
DESK LAMP 'wor:o 


@ Fluorescent lighting is sweeping 
the country. It is exciting interest 
among millions of potential users 
from coast to coast—and here is 
your opportunity to go places with 
it. No other unit can touch this 
MITCHELL FLUORESCENT 
DAYLIGHT LAMP in either 
price or value. 
Every Business Man a Prospect! 
Business men will want this 
revolutionary new lamp the mo- 
ment you show it to them. It can 
be used and sold wherever read- 
ing tasks are performed, or where 
color matching or selection is 
important. Every office, store 
and business place is a prospect. 


Outdoor Lighting Indoors! 

Uses the new MAZDA T-8, 
15-watt Fluorescent Daylight bulb 
which gives the closest approach 
to real daylight indoors ever 
achieved...the goal science has 
been striving for ever since the 
introduction of electric light. Gives 
cool light. No Glare! No Eyestrain! 


Four times as much light as the 
average man has on his desk—the 
finest light in the world for seeing 
ease and eye protection—and the 
final word in economy. 

Minute details can be seen with 
startling vividness; smallest type 
can be read with ease. Color 
springs to life. 

Lighting’s Latest Sensation! 

Our competitors will say that 
we can’t make a lamp like this to 
sell for $12.50 list. But here it 
is, and it has everything—smart 
appearance, sturdy construction, 
approved auxiliary and wiring. All 
our facilities, research and manu- 
facturing skill are geared to high 
volume production. That is why 
we can offer today’s most sensa- 
tional lighting value at a price that 


Sign the coupon, send it in, and 
get full information on how you 
can cash in on the new Mitchell 
Fluorescent Daylight Lamp. 
Mitchell Manufacturing Company, 
1550 Dayton Street, Chicago, III. 


| MITCHELL MANUFACTURING CO. 


1550 DAYTON STREET + CHICAGO, ILL. 


Enjoy the prestige of being the first to 
direct your customers’ attention to an 


item that is proving itself to be a winner. 

q Gentlemen: I am interested in your 

sensational new DAYLIGHT FLUORESCENT DESK LAMP. Please have your 
| nearest distributor furnish full information on merchandising plan, discounts, etc. 
’ PLEASE FILL IN AND MAIL TODAY  . EM 

FIRM NAME 
i STREET AND NO 
CITY STATE 
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THREE LEADERS 


FOR MORE ELECTRIC CLOCK SALES! 


These fine profit-making clocks can 
put money in your cash drawer too! 


one thing to stock clocks on your shelves. It’s quite 

\. la another thing to keep them moving.These Seth Thomas 
leaders have a reputation for ringing cash register bells. You, too 

will want to feature them for the greatest volume and profit. 


These electric clocks are from a grand old family, wrought 
with the same precision and craftsmanship that have characterized 
Seth Thomas clocks for more than a century. There is a wide 
variety of models. Some strike hours and half hours, others have 
full Westminster chimes. The grand reputation that Seth Thomas 
clocks enjoy makes it easy for you to increase electric clock sales 
to your customers. They know Seth Thomas. 


Take advantage of this profit opportunity. Write or wire for 
complete details of how you, too, can help swing your electric 
sales upward. Address: Seth Thomas Clocks, Department CC, 
Thomaston, Conn., a division of General Time Instruments Corp. 


SETH 


FOR EVERY ROOM IN THE HOME 
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NEW MERCHANDIS! 


DELCO-FRIGIDAIRE Air 
Conditioners 


Delco-Frigidaire Conditioning Div. of Gen- 
eral Motors Sales Corp., Dayton, 


Mopets: Five- and 10-ton air condi- 
tioning units. 

SELLING Features: Five-ton unit, SC- 
500, features exact air distribution by 
individual vane control of air outlet 
grilles; self-contained; portable; oc- 
cupies 44x22 in. floor space; equipped 
with Frigidaire 5-ton, 2-cylinder com- 
pressor and multipath coil; condenser 
unit powered with 5 hp. motor; all 
controls placed on concealed, con- 
veniently located panel. Ten-ton unit, 
also entirely self-contained, differs 
from 5-ton unit only in refrigeration 
capacity; 10 hp. motor and 4-cylinder 
compressor; both units have certified 
capacity ratings.——Electrical Mer- 
chandising, April, 1939 


REX AIRATE Attic Ventilator 


Air Controls, Inc., 1933 W. 114th St., 
Cleveland, O. 


Device: Package unit attic ventilator. 


Features: Unit includes vent- 
box, ceiling molding, fan unit, rubber 
connector and automatic ceiling shut- 
ter which opens when fan starts, per- 
mitting free flow of air from house 
into attic; when operation ceases 
shutter blades close preventing in- 
sects, dust and dirt from descending 
into house; tie-rod connection on 
shutter vane insures uniform opening 
and closing movement. Easy to in- 
stall; fan housing is improved by new 
streamlined venturi inlet and outlet 
and is lined with sound deadening 
material; various sizes and capacities 
available for all types of installations. 
Merchandising, April, 
1939. 


v 


VENT-A-HOOD Kitchen 
Ventilator 
The Vent-A-Hood Co., Dallas, Texas 


Device: Kitchen ventilator in 3 stand- 
ard sizes: Apartment, Standard and 
Jumbo. 

Features: Prevents accumu- 
lation of greasy deposits on kitchen 
walls, removes vapors, keeps grease- 
laden air from circulating through 
house; enclosed type motor, pull 
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chain controlled; centrifugal exh; 
wheel dynamically balanced; r 
able housing; full size hood coy 
and extends beyond entire range 
wings confine fumes and Dren 
draft interference; large panel , 
tects wall from cooking spatters: y 
pipe 5 in. diam., elbow adjusts 
any angle; deflector shield distrihy 
suction; concealed indirect yj 
light ; white Dulux finish with chro 
trim. Apartment size 26x40 in, 
ranges up to 36 in. long; Stand 
size 27x44 in. for ranges up t 
in. long; Jumbo size 28x48 in, 
ranges to 44 in. long. 

PRICE: Apartment model, 
Standard, $63.50; Jumbo, $72.50. 5 
haust unit only for built-in hoods 
alcoves, $49.50.—Electrical Merch 
dising, April, 1939. — 
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SIGNAL Kitchen Vent Fan; 
Signal Electric Mfg. Co., Menominee, Mi 
Devices: New line of automatic 
box kitchen vent fans ; a baffle 5! 
has been added to increase efficie 
of fan provides greater air deliy 
by reducing turbulence around { 
blade. — Electrical Merchandis 
April, 1939. 
Sa 


HEALTH-AIR Ventilator § *’ 
The Ad-Lee Co., 825 S. Wabash js 
Chicago, Ill. al 

co 


Device: Health-Air room ventilate 

SELLING Features: Compact unit ¢ 
closed in steel cabinet takes up It 
8x14 in. space; 2 blower type f 
give up to 450 c.f.m.; special 1) 
filter removes dirt, dust, pollen fr 
air: louvres regulate direction of a 
rheostat regulates speed of air flo 
damper enables outside air to be 
or partially cut off when desir 
crackled gray finish. 

Price: $49.50.—Electrical Merchani 
ing, April, 1939. 
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DeBOTHEZAT Attic Fan 
Bothezat Ventilating Equipment Div., 
erican Machine & Metals, Inc., 100-6th 

Ave., New York, N. Y. 
‘trical Merch 


hevice: Attic fan in 4 sizes from 18 
10 36 in. diameter. 

FLLING FEATURES: Steel housing 
lined with sound-absorbent material ; 
4blade, die-formed fan wheel pro- 
vides air movement under adverse 
jraft conditions; special DeBothezat 
fan blade; fan shaft rotates on rubber 


model, 
nbo, $72.50, 
puilt-in hoods 


RS mounted ball bearings; silent “V” 
belt drive; standard equipment in- 
——- cludes chromium safety grille which 


can be mounted in front or behind 
fan wheel; canvas adapters can be 
provided for use with suction boxes 
or duct work; low horsepower G-E 
motors with capacities from 3,000 to 
12,000 c.f.m. Adjustable legs optional 
at no extra cost. 

ces: From $40 to $100.—Electrical 
Merchandising, April, 1939. 


Vent Fan; 


Menominee, Mi 


automatic w 
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SAVORY Airator 


Savory Appliance, Inc., 597 Ferry St., 
Newark, N. J. 


FELLING FEATURES: Provides _condi- 
tioned air in “breathing zone” with- 
yut creating draft; may be placed on 


table, desk, mantel or bookcase; hu- 
lentilator ™difier attachment consisting of 
| water container that fits around base 
- Wabash Avil is available; air-sweetener attachment 
i. also available to neutralize odors of 


cooking, smoking, etc.—perforated cap 
to fit on top of Airator, holds a cake 
ympact unit of deodorizing compound; green 
t takes up enamel finish.—Electrical Merchan- 
ower type fa dising, April, 1939. 

1.3; special ty 
ust, pollen fr 
direction of al 
ed of air fle 
le air to be 
when desir 


90m ventilator 


cal Merchana 


DELCO Ventilating Fans 


Yelco Appliance Div., General Motor Sales 
Corp., Rochester, N. Y. 


Mops: Delco Northeaster wall and 
Panel type ventilating fans. 

BELLING FEATURES: Designed to re- 
Move cooking odors, steam and ex- 
cessive heat from kitchen, bath, ga- 


4ANDISIN 


MobeEL: 


MOopEL: 


SELLING FRATUREFs: 
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rage, offices, restaurants, etc.; 10 and 
12 in. panel and wall box mountings ; 
10 in. wall box size is adjustable in 
thickness from 8 to 14 in.; 12 in. wall 
box adjustable from 8 to 15 in. Both 
models have permanent mounting; 
equipped with extension handle and 
door-operated automatic fan switch. 
Ten-inch steel adjustable window 
panel extends from 23 to 36 in. and 
the 12 in. model extends from 27 to 
37 in. A 36 to 40 in. panel is avail- 
able for the 12 in. model for slight 
additional charge. Both models em- 
ploy extra large quiet motor; quiet 
specially designed, wide angle blades. 
Ten inch sizes supply a 570 c.f.m. air 
deliver; 12 in. c.fi.m.; black lacquer 
motor and blades, with Cadet gray 
wall box and panel.—Electrical Mer- 
chandising, April, 1939. 


INTERNATIONAL Air 
Circulators 


International Oil Burner Co., St. Louis, Mo. 


“Clover-Leaf” 
air circulators. 


3 blade 24 in. 


SELLING FEATURES: 4 speed motor has 


thrust bearings, extra large oil reser- 
voir and re-circulating oil system with 
low-temperature bearings which in- 
sure quiet operation; streamlined, 
polished aluminum housing; available 
in 4 models: H-24, HiBoy fan with 
floor mountings adjustable from 56 
in. to 9 ft. from floor to center of 
fan; L-24, LowBoy, mounted on low 
18 in. pedestal ; C-24, ceiling mounted 
with 33 in. hanger pipe; and W-24, 
wall bracket ‘mounting, overall exten- 
sions 1 ft. 3 in. from wall.—Electrical 
Merchandising, April, 1939. 


v 


MASTER-KRAFT Boiler 
Harvey-Whipple Inc., Springfield, Mass. 


Master-Kraft Heat-Generator 
for oil firing. 


Boiler is of welded 
steel with a series of crowned sec- 
tions, one above other, each section 
containing a very thin layer of water 
thereby eliminating large bodies of 
water, substituting only thin layers in 
close proximity to flue travel, result- 
ing in quick steaming ability ; housed 
in streamline cabinet; square corners 
eliminated; cabinet encloses boiler, 
Master-Kraft oil burner and has am- 
ple room for a Master-Kraft tank- 
less heater.—Electrical Merchandis- 
ing, April, 1939. 


1939 
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REG. U.S. PAT. OFFICE 


Offices, Manufacturing Plants, 
Institutions and Better Homes 


ALL ARE MARKET 


for this high quality 


INTER-COMMUNICATION 


Here is something new—a new elec- 
trical line with a wide appeal—for the 
appliance distributor and dealer! 
Teletalk is the outstanding electronic 
inter-communication system . . . and it 
is meeting with wide acceptance 
wherever inter-communication is essen- 
tial... and more and more people are 
demanding it. 

Teletalk is adaptable for systems of two 
stations or an unlimited number. The 
line consists of five models with a com- 
plete range of speaker-microphone units. It is priced right; the 
discounts are right. It is being nationally advertised and a full 
and complete range of sales helps are available. 


Write for the name of the Webster Electric representative. 


Licensed by Electrical Research Products, Inc. under U. S. Patents of American 
Telephone and Telegraph Company and Western Electric Company, Incorporated. 


WEBSTER ELECTRIC COMPANY, RACINE, WISCONSIN, U. S. A. 
Export Dept.: 100 Varick St., New York ¢ Cable Address: ‘‘ARLAB,” New York 


Distributed by GRAYBAR Electric Co. 


Webster Electric 


“Where Quality is a nia iets aad Fair Dealing an Obligation” | 
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SURE, IT’S IMPORTANT, BUT REMEMBER— 
EVERYTHING DEPENDS ON THE MOTOR 
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— both to you and to your customer. It’s a sales point you can’t 
Crore afford to miss, and the competition in the electrical appliance 
V field demands that you make the most of every feature. 


ee The sturdy construction of a washing machine is important— 


However, regardless of the number of features a washer may have, per- 
formance depends on the motor. 


Leading manufacturers of washing machines specify Sunlight motors for 
their products. They know that smooth, self-oiling Sunlight motors provide 
trouble-free performance . . . performance that assures customer-satisfac- 
tion and protects the dealer. For more than twenty years the name Sun- 
light has been associated with dependable washers. Sunlight Electrical 
Division, General Motors Corporation, Warren, Ohio. 
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She Sells 
Refrigerators 


—and Likes It 


ITH June graduates pouring oy 

of the schools, eagerly lookin 
for jobs, one of the best opportuniti, 
for them lies in specialty selling j; 
small towns. 

From this fact has sprung the goo 
fortune of Miss Lanius Young, doy 
in Atoka, Oklahoma. Atoka is a tow; 
of 1,856 souls, and when the Ok 
homa utilities ceased merchandisi: 


particularly big opportunities for sp 
cialty salesmen were left in the small 
places. 

“About three years ago my {ath 
had a very serious operation,” 
tells Electrical Merchandising. “Natu 
rally, I have had to do extra work t 
make extra money. After two year 
in Oklahoma Baptist University 
started teaching and while it is ver 
fascinating I have given it up for the 
present to sell electrical appliances. 


Miss Lanius Young. Electrical refrig- 
erators kept her after school. 


“A friend of mine has a Frigidaire 
franchise for Atoka and Coal Counties. 
His salesman was quitting so he aske! 
me to take his place. He made me 4 
sub-agent in Atoka, gave me some 
literature and made one interview with 
me. My day started about 5 o'clock 
after school and lasted into the night 
sometimes late. I would go home 
from school, drink a glass of milk 
powder my nose, get my sales ma- 
terial and start out. This wasnt 
really such a bad time either becaust 
friend husband was coming in prett) 


soon. It is very necessary to havell ¢ 
lady wife and friend husband together k 
when you get the final order—so [J u 
say, a perfect setting. It was no ul sg; 
common sight to see the truck loaded tl 
with a Frigidaire sitting in front of p 
the school building or my home, wai c 
ing for me to get out of school ¢ 
deliver to some proud couple. e 
“My first customer was Mrs. Caludef b 
Collier a Chevrolet Dealer’s wife. Shel s' 
was easily convinced, but the “Mister” 
put up a pretty good duel. s 
“It takes patience to sell electric] 3 
refrigerators, because you must con@j t 
a 
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yince the wife first the husband next 
and then both together. 

“Never could I forgive myself if I 
should overlook the help my friends 
have given. Never a day passes dur- 
ing the rush season when I take down 
the receiver and a voice at the other 
end of the line says, ‘Lanius I have a 
prospect for you for a range or a 
Frigidaire. Have you seen Mrs. So 
anl So? I heard she was interested.’ 

“No one else sells Frigidaires in 
Atoka County. However, we have 
representatives for seven other makes 
of electric refrigerators in the town. 

“Going into an appliance store is 
my dream now, especially if the United 
States government builds a power dam 
on Red River about 50 miles from 
here.” 

Last season Miss Young sold 30 
electrical refrigerators. 


Prospects Provide Own 
Sales Argument 


T is axiomatic that a prospect is far | 


more impressed with a sales story 
if she can be induced to make an actual 
contribution to the selling argument 
irom her own experience. Using this 
principle, the Southern California Edi- 
son Company recently developed an ex- 
cellent campaign device, which had 
some of the appeal of a contest in 
developing customer interest, but which 
differed from it in that each woman 
who participated won a prize and at 
the same time convinced herself of the 
economy of cooking on an electric 


range. It was called a “discovery 


survey.” 

Domestic customers who do not use 
electric ranges in portions of the com- 
pany’s territory likely to furnish good 
range prospects were informed of the 
survey by an announcement which was 
enclosed in their copies of Electrical 
Times, the Edison company consumer 
magazine. This announcement, which 
was the only preliminary advertising 
given the campaign, invited customers 
to submit on the enclosed prepaid card 
an estimate of the cost of cooking three 
days’ meals for four people on an elec- 
tric range. Detailed menus of the 
meals were submitted. An aluminum 
cookie sheet was awarded free to each 
customer making such an estimate and 
subsequently granting a sales inter- 
view to the company’s representative 
who came to deliver the prize. 

The meals, in the meantime, had 
been cooked on a Westinghouse range 
under test conditions similar to those 
prevailing in the average home, with a 
meter sealed by the well known sheriff 
of Los Angeles County. The cost, 
computed at the average rate per 
kw.-hr. paid by Edison domestic range 
users, came to 194 cents for the thirty- 
six meals. The story of this test, plus 
the entire electric cookery theme was 
presented in an attractive booklet, the 
cover of which showed Sheriff Eugene 
Biscailuz sealing the meter. This was 
effectively used as follow-up material 
by the salesmen presenting the cookie 
sheets. 

The survey brought immediate re- 
sponse. Up to March 10, more than 
3,000 cards had been received and the 
total number of replies was estimated 
at 5,000. 
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TRAYS AND GRIDS 


ARE ALUMINUM 


Ice cubes aplenty between dinner 
and that ten o’clock “‘Let’s mix up 
a little something.” The Jones’ re- 
frigerator is a fast worker. Ice cube 
grids and trays are Aluminum. 
The host doesn’t spend his 
evening in the kitchen, either. 
Aluminum ice cube grids are the 
quick-out kind. Easy on tempers; 
no waste, no fuss or muss. 
Aluminum speeds up freezing 
by providing an easy path for 
heat to get out of the water. You 
know, Aluminum’s an excellent 
conductor of heat. That's why 
most refrigerator manufacturers 
use Aluminum for their ice cube 
grids and trays. ALUMINUM Com. 
pany or AMERrica, 2160 Gulf Build- 


ing, Pittsburgh, Pennsylvania. 


ALUMINUM 
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Refrigerator Trade-Ins 


tomers absorb them almost as fast as 
they are put on the floor. The records 
show that these customers have paid 
anywhere from $35 to $97 for a re- 
conditioned refrigerator depending on 
the size and make. There are plenty 
of “orphans” among the boxes, of 
course, and these generally sell for far 
less than the standard makes. One 
department store—Snellenburg’s—buys 
quantities of the re-conditioned boxes 
from the plant and sells them at prices 
averaging around $69.50. 


Some Dealer Reactions 


Some unsolicited letters the plant 
has received on the quality of work 
done and the effects of the trade-in 
plan in general show real enthusiasm. 
Some samples: Bandler’s (furniture) 
“We have just received the second- 
hand electric refrigerator which you 
have re-conditioned to all out- 
ward appearances this refrigerator 
looks brand-new and, consequently, its 
sale will show a nice profit. You may 
rest assured we will forward you all 
future trade-ins and repossessions for 
the same treatment.” Feinstein & Co. 
(furniture) “We have just received 
the refrigerator which you recondi- 
tioned and take this opportunity of 
complimenting you on your work. 
This particular refrigerator was use- 
less to us before we gave it to you. 
However, the completed job is so good 
it could be sold easily as a new floor 
model. It is working now as good as 
new ... ” Louis Lefkoe (furniture 
and appliances) “ . To our great 
surprise, when this refrigerator was 
returned, it was hard to conceive that 
such a thorough job could be done. In 
fact, the job looked so well that we 
sold it for a very good price and the 
customer is highly pleased with it. 
The writer believes that if your firm 
will continue to do the type of work 
you have undertaken to do, you will 
perform a service to the appliance 
dealer and will solve his trade-in 
problem.” 

Or take the case of T. M. Robertson, 
A G-E dealer who runs two stores in 
Ardmore and Upper Darby. A good 
60 per cent of his refrigerator busi- 
ness involves trade-ins, he told the 
writer, and in 1938 his record showed 
a total of 347 boxes taken in trade 
which involved losses of ‘$3,400. In 


| the last six weeks he sold 78 refriger- 


ators, involving about 40 trade-ins. An 
enthusiastic booster for the new trade- 
in plan, he wrote the Associated Re- 
frigerator Plant as follows: 

; I have to date sold at a 
very satisfactory mark-up, four of the 
five boxes taken in trade recently, and 
which you re-conditioned for us. 

“May I say at this time that in my 
opinion your re-conditioning service is 
a great boon to the Philadelphia dealer. 
It is the intelligent and profitable solu- 
tion to the ever-increasing trade-in 
problem, and will enable us all to seek 
profitable trade-in business, as well 
as to sell boxes which are re-con- 
ditioned satisfactorily to the lower in- 
come bracket groups. 

“May I add that the National Mar- 
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ket Index (blue-book) is of inestima- 
ble help in guiding us in trade-in 
transactions; will probably eliminate 
cut-throat practices, and enable deal- 
ers to allow fair valuations on trade-in 
refrigerators ... ” 

Now, from the foregoing, it should 
not be assumed that the entire city of 
Philadelphia has adopted either the 
blue-book method of computing trade- 
in market values or that every second- 
hand refrigerator is going through a 
central plant to be re-conditioned. The 
Electrical Association of Philadel- 
phia, according to George R. Conover, 
its managing director, constituted itself 
exclusive distributor for the National 
Market Index blue-book and maintains 
a stock for the convenience of dealers. 
To them it recommends adoption of the 
book and the use of the Associated Re- 
frigerator Plant, Inc., as a central re- 
conditioning organization. Distribut- 
ors, in many cases, have urged adoption 
of the blue-book on their dealers while, 
in two specific instances, the dis- 
tributor is urging instead a flat 10 per 
cent on the price of the new box as the 
yardstick for computing trade-ins. In 
any case, there is a general agreement 
on principles as the 10 per cent method 
is only a little higher in most cases 
than the blue-book rating. Some deal- 
ers, however, feel that the 10 per cent 
method tends to undermine the poten- 
tial authority of the blue-book rating 
and forces them to go beyond its rec- 
ommendations to meet competition on 
a sale. 

As far as the Associated Refriger- 
ator Plant goes, the fact that about 100 
of the 350 dealers in the Philadelphia 
area have already signed agreements 
to route their trades in that direction, 
shows a surprising unanimity of opin- 
ion for the worth of an operation that 
has not yet been running a full six 
months. 


ORKIL ELECTRIC TO SERVE 
ADDED TERRITORY 


HARTFORD, CONN.—Orkil Electric 
Company, of Hartford, Conn., which has 
been the General Electric distributor in 
most of the state of Connecticut since 
1936, will henceforth operate in an even 
larger territory, it was announced re- 
cently. As of March 1, Orkil will also 
be the G-E distributor of the above prod- 
ucts for western Massachusetts and 
Windham county in Vermont. This area 
was formerly served by Breckenridge and 
Co., Springfield. 


Norge Shipments Up 


DETROIT—Howard E. Blood, Presi- 
dent Norge Division, Borg Warner Cor- 
poration, today announced that the rate 
of shipment of Norge refrigerators, 
ranges, and laundry equipment has been 
increased during the first two weeks 0! 
March 200% over the February rate 

“By the end of March,” Blood stated, 
“the Norge factories at Muskegon 
should be shipping at the rate of 2000 
major appliances per day if the present 
rate of increase is maintained. Orders 
on hand are sufficient to cover prob- 
able production to May Ist.” 
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Refrigeration to Lower Income Families 


CONTINUED FROM PAGE I! 


THE $15 TO $25 A WEEK FAMILY 
How Their Living Habits Are Appraised by 13 Home Service Girls of George Power 


Girl No.1 No.2 No.3 No.4 No.5 No.6 No.7 No.8 No.9 No.10 No. 11 No. 12 No. 13 
{.Whatdo Fried Ditto Ditto Ditto V. Ditto Ditto Fried Vese- Ditto Fried Vese- Ditto 
they eat? Meats Little tables Foods tables Meats tables 
Vege- Meat Eggs Vege- Fried Starches Meats 
tables tables Meats 
Breads 
9.No. meals Two Two Three Two Two Two Two Three Three Two Three Three Three 
at 
ome 
3. wency Daily Ditto Weekly Daily Ditto Daily Daily Daily Daily Daily Daily Daily 
shoppin y 
4 Sie. ’ 6 46 6-10 5-6 5-6 5 45 45 46 46 46 5 
milies 
5. pean of $12.50 $18.50 $7.50 $18.50 $12.50 $15 $20 $12.50 $12.50 $18 $15-18 $14-25 $15-20 
t 
» y for $3mo. Ditto Little Ditto 4% 3% 2% $15 mo. $15 mo. $6 mo. $2mo. Little Little 
sement 
1. Own 4 50% 50% 10% 60% 50% 50% 65% 50% 50% 25% 50% Few No 
iles 
a o po 50% 50% 50% 50% 50% 50% 50% Buy Buy Buy 50% Buy 50% 
9. Wha Ye “~ Want it Yes,sold Nothing Wantit Know Know 10% Little Little Have Know, Little Little 
they know forhot onidea 50% for little little know heard of don't 
about weather summer about little electrics practice 
refrigeration? only only economy 


“For milk this group uses the 
tinned product, having found that it 
stays unspoiled in the can until con- 
sumed if only a tiny hole is punched 
in the top.” 

Typical market basket of these 
wives will contain turnip greens, 
canned milk, oleomargarine, beans, 
peas, ready-cooked meat, baker’s bread 
and sorghum syrup. 

It has been pointed out that a re- 
frigerator sale can succeed only where 
the family debt burden can accommo- 
date it. Smart is the salesman who 
does some rough calculations before he 
closes a deal. These are typical ex- 


penses : 
Family income $85.00 mo. 
Rent ..... $12.50 
3.00 
Water 1.30 
2.50 
Electricity. 2.50 
Food .... 22.50 
Fixed 
expenses. . $44.30 44.30 
$40.70 


Where does this extra money go? 
Chief dissipations of men, Electrical 
Merchandising was informed, lies in 
the purchase of second-hand cars 
which are unneeded. Men shoot pool 
at a cost of 25¢ an evening occasion- 
ally. There are movies and the daily 
paper at 25¢ a week. About 50¢ a 
week goes for 4 pint of corn liquor, 
which is often mixed with Coca Cola. 
“Sho nuff!” the South likes its Coca 
Colas, a family often spending 70¢ a 
week for them. 

Southern women play little bridge, 
but love to shop and gossip. They will 
move to get enough money for a per- 
manent wave. 

In Techwood Apartments, U.S. gov- 
ernment project for the poor, financial 
condition of each applicant is investi- 
gated. Of 604 tenants, 575 owed 


Mildred Mitchell, Atlanta's leading 

sociologist, has discovered the South has 

another side than that pictured in "Gone 
with the Wind.” 


money on time purchases, running 
around $10 a month on furniture, 
clothes, cars, jewelry and radios. 
Leaders in retail refrigeration sales 
in Atlanta had a number of sugges- 


tions on how to proceed with the low 
income market. 

“We must set up payments that 
equal the ice bill,” said E. F. Pearce of 
the Georgia Power Co. That there 
is a demand, he pointed out, is proved 
by the 5,300 refrigerators Georgia 
Power has rented—$2 a month in hot 
weather, $1 in cold. There is less 
than 200 turnover each year, and al- 
ways a waiting list. Trouble with the 
plan is tie-up of too much money, 
even if renter becomes owner in five 
years. 

I. H. Morehead, Georgia Power 
dealer expert, advocates central shop 
for rebuilding trades, and selling used 
machines to low income market. 

Charly Conn of GMAC thinks deal- 
ers should delegate passing on credits 
to one man in firm instead of letting 
salesmen pass on sales. 

A. E. Foster, new president of deal- 
ers’ electric association, is signing up 
city’s 24 electrical shops to uniform 
practices. 

John Oliver of King Hardware ad- 
vocates selling on daily payment idea. 

In the South business is done on 
friendship and reliability. Add the 
leaven of much home service, giving 
these low economic scale people a 
glimpse of how they can stretch their 
incomes, and you have the beginning 
of a movement which will change 
southern living. 


SATURATION OF 
MAJOR APPLIANCE 


IN GEORGIA 


Total Number Percent Number Percent Number Percent 

Service Without Without Without Without Without Without 

Accounts Ranges Ranges  Refrig. Refrig. Wer. Htr. Wer. Htr 

Atlanta... ... 73,689 61,112 82.9% 25,997 3427 69,716 94.6% 
7464 13,175 75.4 6,739 38.5 15,775 90.3 
Athens 14,441 9,817 68.0 4°94 34.0 11,979 83.0 
Macon....... 25,019 18813 75.2 7,030 27.1 21,220 84.8 
Augusta...... 15,837 11,690 173.8 3,496 21.7 13,391 84.5 
Columbus.... 21,502 15,948 742 6482 30.1 18,401 85.6 
ee 167,952 130,555 77.7 53,798 32.0 150,482 89.6 
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Emergency call... belt needed 
fast...name, number, and make 
unknown. No time to waste, so 
GO TO GILMER... Gilmer 
has your belt! 


Gilmer F. H. P. Belts FIT 4450 
models of refrigerators ... 247 
makes of air-conditioners, oil 
burners, washing machines, etc. 


Gilmer engineers build only belts, 
on the world’s largest assortment 
of V-moulds. That’s why Gilmer 
has the belt you need for every 
replacement job. Naturally, 
Gilmer Belts fit right, Gilmer 
service is fast, Gilmer jobbers 
carry full stocks. 


... Get acquainted with Gilmers 
by stocking the popular 35-R Belt 
Assortment. 
Pays you over 
41% clear prof- 
it! Ask your 
Gilmer jobber 
now. 


L. H. GILMER COMPANY 
Tacony, Philadelphia 


THE OLDEST FIRM OF RUBBER 
FABRIC BELT SPECIALISTS 
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SIGHT 


ONE LOOK SHOWS 
YOUR CUSTOMERS 
THE DIFFERENCE! 


—and a glance at the unretouched 
photos at left shows you why this 
revolutionary Wabash Superlite 
bulb sells quicker,easier and more 
profitably! It’s entirely glare-free 

..-no dangerous “filament-fire” 
glare spot. Its light is 100% usable 
. +. none is wasted through glare. 
Its gentle glow, uniformly distrib- 
uted over its entire bulb surface, 
is kind to eyes... saves nerves, 
health. 


Here’s real Light Conditioning 
in the bulb itself... at the price of 
bulbs alone—fast-selling, low-cost 
Light Conditioning bound to 
make quick and easy money for 
you in your store! 

Get all the facts about this re- 
markable new Wabash Superlite 
and the wealth of merchandising 
help that backs it up. Don’t delay. 
Ask your jobber today. Or write 
to Wabash Appliance C 
Carroll Street, Brooklyn, N 


Wabash Superlite 
bulb glows gently 
evenly... from 


its very edge. 


Ordinary Inside 
Frosted bulb has 
“fila- 
ment-glare™ spot. 


dangerous 


THE NEW 


WABASH S UPERLI TE 


THE MODERN LIGHT CONDITIONING BULB 


CASCO ... 


HI-SPEED ELECTRIC 
SAFETY RAZOR $10 


Price maintained under fair trade acts. 


In the shearing head of 
the CASCO "75" 
blades, revolving at a 


are two 
ter- 
rific speed. They move so 
fast that every individual 
hair, as it guided 
through the slots, 
sheared off clean and 


is 
safety 
is 
positively. These revolving 
blades cover more than a 
tenth of a mile every minute—about 80 
times as fast—compared with the shear- 


ing head of the ordinary electric shaver. 
The slotted safety guard on the shear- 
tenderest skin 
Yet it 
allows long hair as well as stubble to be 


ing head protects the Gives you maximum value for your 1939 


against pinching or “burning”. sales. Get a sample and satisfy yourself 
on your own beard. Daily testimonials 
from CASCO users say they have finally 
found the one new method that ban- 
And for wo- 
is quickly and easily 
removed. At last—one razor that really 
does two jobs well. Start selling this 


new and different razor at once. 


fed into the shearing chamber and cut 
off clean. 

This is the Razor you will want to fea- 
It's 
guaranteed. Ask your jobber for sample 
Start building a profitable 
business with CASCO "75". 


ishes the task of shaving. 


ture for this year's sales and profits. men—long hair 


order now. 
Razor 


Free displays, window streamers and folders help you make steady profits. 


CASCO PRODUCTS CORP. 
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Compensation 
for Salesman 


oes CONTINUED FROM PAGE 20 comme 


month. Each month’s sales quota is 

set in proportion to the potential 

sales for that particular month. 
Now lets assume the first week that 


| the total falls short of the quota by 


20 per cent. In this event, each sales- 
man draws only 80 per cent of his 
salary and at the end the next 
week if the shortage for the previous 
week is made up and the full weekly 


of 


| quota is made, he draws the 20 per 
| cent due him for the past week. 


Repossession Losses 


In the event of a repossession, re- 
gardless of salesman, 30 per cent of 
the loss on the repossession is charged 
against the salesmen’s compensation 
fund. Any new salesman going into 
the organization assumes the liability 
of the previous salesmen in that 30 
per cent of the loss on repossessions 
is charged back to the commission 
fund regardless of the salesman who 
made the deal. 

Now lets assume that the sales- 
men go too far and allow too much 
for used merchandise. Traded-in 
merchandise is valued at 60 per cent 
of its resale value and the 
salary fund is credited with 30 per 
cent of the value of the merchandise. 
So that in event they allow too much 


salesmen’s 


on trade-ins it cuts down on their 
| earnings. 
In event it is necessary for a 


salesinan to pay a tip commission, the 


| tip is paid from the salary fund. 


| the 


Recently we employed a home 
laundry expert to demonstrate wash- 
ers and ironers in the home, 
duct group refrigerator 
tions. Her salary comes from the 
fund and all sales made 
thrown into this fund on 
basis. 


also con- 
demonstra- 


salesmen’s 


by her are 


same 


Salesmen Turn Over 


| 


Washer Prospects 


Our outside salesmen do not like 
demonstrate washers and ironers, 
so they turn their prospects over to 
her and she follows through with the | 
sale. She also acts as floor sales per- 
son when the floor man is away. We 
also pay our floor man $100 a month 
salary and 5 per cent commission. 
His salary as well as the commissions 
are charged against the commission 
fund and 30 per cent of gross profits 
on his sales are credited to the fund. 

After having used this compensa- 
tion plan for several months, we have 
found it the most workable of any 
we have tried. It is flexible and can 
be adjusted to fit any appliance deal- 
er’s particular problem. We will be 
glad to give any other details that 
we can to any dealer. We believe that 
the dealer who studies the plan and 
properly inaugurates it and explains it 
to his salesmen will be able to get 
more business and on a more profitable 
basis. 
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Dealers 

Looking For 
Merchandise That}: 
Makes Friends 
As Well As 
Profits Should 


Inquire About 


BAR-BROOK |} 


COMFORT 
COOLING 
EQUIPMENT 


Each year finds an ever increasing de- 
mand for attic type ventilators, and Bar- 
Brook Dealers everywhere are getting the 
lion’s share for two good reasons: 


FIRST: The Bar-Brook Line is the most 
complete, including several types and 
styles of attic fans, air circulators, window 
fans and complete package units: all 
capacity tested. 


SECOND: The helpful co-operation offered 
Bar-Brook Dealers in the form of sales pro- 
motion material, including point-of-pur- 
chase advertising, newspaper advertising, 
folders, broadsides, direct-mail pieces, dis- 
play sheets and signs; installation sug- 
gestions; sales meeting helps. 


With such a well rounded sales program 
you can easily see why Bar-Brook dealer- 
ships are profitable. Several territories 
are still open, write about yours—NOW! 


SUMMER 
HEAT 


SHREVEPORT ENGINEERING 
CO., INC. 


1241 Dalzell St. Shreveport, La. 
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ways a gift certificate which prom- 

a free gift if the woman comes 
wo the store before a given date to 
the new exhibit of what- 
er appliance she is a prospect for. 


e That 


nds sults from this type of prospect 
low-up have been excellent in keep- 
: g prospects alive and in bringing 


a head again the subject of the 
urchase of the wanted appliance. 
Recently when the local newspapers 
aged a cooking school in cooperation 
ith the Meat Packers Association, 
one of the motion picture 
heaters for a several-day event, the 
Electric naturally took advan- 
we of the occasion to apply this 
me system of making friends. The 
m furnished the cooking equipment 
sed and announced in connection with 
ach show that visitors would be wel- 
me in the Grabe Electric store 
here they might view the company’s 
ew model kitchen (called a “Fashion 
tevue Kitchen” to tie in with the 
vent) and where they would receive 
» free gift from the store. Giits of 
yecial value were promised to women 
sho brought their husbands in to 
ew the kitchen. The result was that 
the store was visited by thousands of 
people during the course of the school, 
ach one of which was given 
thing. During the crowded hours, the 
souvenirs took the form of some small 
pin tray or smoking accessory, but in- 
duded among the giits were some of 
greater value. a number 
fsmall appliances which Mr. Hannah 
had marked for clearance and there 
ere a number of gift orders good 
“if used before 
future )—on the 


king 


jtabe 


some- 


There were 


creasing de- 
and Bar. 


jor an appliance good 
—(a date in the near 


| getting the urchase of an electric refrigerator” 
ra range, etc. These were written 
s the most Mout in advance and were arbitrary in 
types and Milicir terms, but if the recipient asked 
ors, window hether the waffle iron, or percolator 
units; all ight be had if the purchase made 

ere some other major appliance than 

tion offered [mie one specified, the order was gladly 


ltered. Sometimes the order was for 
$5 allowance on the purchase. The 
larger gifts and gift orders were of 
course awarded, according to promise, 


f sales pro- 
point-of-pur- 
advertising, 
Pieces, dis- 
lation sug- 


program 
00k dealer- 

territories 
irs—NOW! 


port, La. 
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You Might As Well Give It Away 


CONTINUED FROM PAGE 26 


to the wives who brought their hus- 
bands along to view the kitchen, Mr. 
Hannah figured that by the time the 
event was over he had expended from 
$75 to $80 in gifts—not an undue 
advertising appropriation to bring that 
many people into the store. 

Another stunt used was the “silent 
auction” which the store held. An 
exhibit of appliances in the window 
was put up for auction, the public 
being asked to leave a bid in a sealed 
envelope for any appliance they were 
interested in. At the close of the al- 
lotted interval, the bids were opened 
and the appliance sold at the offered 
price to whoever happened to be the 
highest bidder in each case. Of course 
the other names were placed on a pre- 
ferred list as prospects for the appli- 
ance for which they had bid. 

It will be noted that all of these 
ideas at one point or another include 


some method of bringing people into 
the store. This is because Mr. Hannah 


is convinced of the importance of de- | 


veloping store leads on which his out- 
side salesmen can spend their time. He 
is not only a believer in this as a 
theory, but he has tested if out. 


For | 


some time ago he found that his sales- | 


men were all of them skeptical of the 
value of their time in the store. They 
felt that they received very little help 
from store leads; in their own estima- 
tion, they simply got out and dug up 
sales. “All right,” said Mr. Hannah, 
“Let’s try it out that way.” So for a 
brief time the men devoted all their 
time to the field and left the store 
leads to others to develop. But they 


were soon back again begging for the | 


“inside dope.” Then Mr. Hannah 
started checking up on the origin of 
the lead which had led to each sale, 
with the result that he found that 75 
per cent of his sales started with the 
prospect walking into the store. 

That is the main reason why he 
gives things away. It brings people 
sooner or later into the store, either 
to receive them thank for them, 
and starts one of those chains of sell- 
ing which finally ends in a 


or 


sale of 


nother appliance. 


“Our new attic fan is swell for the kids too” 


1939 


TABLE WASHER 


FOR KITCHEN OR BASEMENT 


OPENS PROFITABLE UNTOUCHED MARKETS 


—New Type Washer—Makes Profit- 
able Sales Easy. 

—7 Day Utility—Combines six-sheet 
washer and standard size, porce- 
lain-top kitchen table. 

—The VOSS Line is Complete— 
Ahead of the Field. 

= rite Today for Details 


MODEL SEN 


VOSS BROS. 


Porcelain table top 
slides on or off easily. 


Wringer folds into rinse 
- tub when not in use. 


MODEL LM 


MODEL RSN 


MFG. CO. e 


MODEL WS 


DAVENPORT, 


ELEMENT IS THE 
HEATING ELEMENT | 


WILBUR B. DRIVER ca. 


(NEWARK, NEW 


PAGE 87 


| 4 a ‘ | 
| | | <> a 
RT | | 
| 
| 
| 
\| 
THE IMPORTANT | 
| 
— 


DELCO FANS 


Offer the Big Profit 

“a 
Opportumity for 59. 
There’s no doubt about it— 
the new Delco Deluxe desk, 
wall and pedestal fans and the 
Delco Wide Blade Fans added 


this season make Delco Fans 
“The complete line for °39.” 


You can now solve the cooling 
and ventilating problems of every 
home, office, business, institution 
or industry more satisfactorily 
than ever before. That’s why 
Delco Fans, always big money 
makers, offer today an unsur- 
passed profit opportunity. 


Send for the 
complete Catalog 


illustrating and describing all the 
Delco Desk, Pedestal, Ceiling 
Ventilating and Exhaust Fans— 
the Delco Ajircirculator, and the 
Delco Northeaster Desk and 
Ventilating Fans which are the 
real leaders in the low price field. 
Find out about the catalogs, fold- 
ers and displays Delco offers to 
help increase sales and profits. 


Delco 
Wide-Blade 
10”°—12"—16” 


PAGE 88 


| chase plans 


Seattle Gets Trial 
Plan on Ranges, 
and Water Heaters 


URING the early stages of pro- 
D motion of both ranges and water 
heaters they went through a period 
when improvements in design radi- 
cally changed the product offered from 
one month to another with,the result 
that the customer became somewhat 
skeptical and uncertain of the wisdom 
of immediate purchase. Rental-pur- 
were the first solution 
tried. But this suggests rental rather 
than purchase and relatively few 
under such a system took the final step 
of owning the appliance. The trial 
plan of selling was the next to be 
tried. 

The Puget Sound Power & Light 


| Company of Seattle, Wash. has for 


some time been operating under a 
trial plan for both range and water 
heater, with success. Briefly this 
means that salesmen are instructed that 
they may offer to place the heater in 
the customer’s home for thirty days, 
as a method of proving the points of 
advantage he has stressed in his sales 
talk. 

This does not mean that in practice 
many heaters or ranges are actually 
so installed, but it does give him an 
opportunity of presenting to the cus- 
tomer the story of protection, health, 
economy and convenience, with an 
offer of proof by trial. The chief 


| effect of the plan, according to C. W. 
Sherman, reporting to the Northwest 


Electric Light & Power Association, 
is that it gives the salesman immeasur- 
able confidence in selling the merchan- 
dise and that this confidence is in 
turn passed on to the customer. Far 
more sales, in fact are due to the 
convincing argument that the com- 
pany has enough faith in its merchan- 
dise to install it in the customer’s home 
on a 30-day free trial than are due to 
an actual application of the plan. 


Salesmen’s Averages Up 


In the year before this plan was 
adopted the Puget Sound Power & 
Light Company sold 2,194 automatic 
tank-type water heaters with 69 men in 
the field, or an average of 31.8 water 
heaters per man. After adopting the 
trial plan, the same number of heaters 
was sold with an average sales force 
of only 43 men, an increase of 60 per 
cent, to 51 water heaters per man. 
Out of the 2,194 sales but 146 were 
trial installations and of these 128 
were sold. This is less than 1 per 
cent returns out of the total. 

Cost of trial installation for water 
heaters $16.94. In some cases, 
where trial equipment was short, the 
company has ventured to make perma- 
nent installations, so certain were 
they that the equipment would be sold. 

The story of ranges is even better. 
During 1937 only 20 electric ranges 
were actually placed on trial and of 
these 19 were sold at the expiration 
of the trial period. Trial installation 
of a range costs $29. 
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Just Published 


FRACTIONAL HORSEPOWER 
ELECTRIC MOTORS 


What Kinds Are Available—What Makes Them Ru 
and What They Will Do—How to Repair, 
Rewind, and Reconnect Them 


By CYRIL G. VEINOTT 


Design Engineer, Small Motor Engineering Dep't 
Westinghouse Electric & Manufacturing Co. 


431 pages, 314 illustrations, 22 tables, $3.50 


ERE is a practical manual to help you get better service 
from your small motors. Covers principles of operation, 


ployed in principal types of fractional horsepower motors in 
use today. Shows how to take performance tests; how to 
find types and horsepower rating of motor required to drive 
@ motor-operated appliance: how to repair and rewind motors, 
etc. 

SEE IT 10 DAYS — MAIL THE COUPON 
McGraw-Hill Book Co., 330 W. 42nd St., New York 
Send me Veinott——Fractional Horsepower Motors for 10 days’ examination on 
approval. In 10 days I will send $3.50, plus few cents postage, or return book 
postpaid. (We pay postage on orders accompanied by remittance. ) 
Name 
Address 


(Books sent on approval in U. 8. and Canada only.) 


Company 
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\ Work Plan for a 
Washing Machine Dept. 


By C. L. 


MacNeal 


Manager, Joske Bros., San Antonio, Texas 


8:15 a. m. Promptly—Sales meet- 


9 a.m. to 12 noon—Demonstrating 
hsher and ironer in the home. 

| p.m. to 3 p.m.—Canvassing for 
w demonstration in the home for 
ture dates. 


3 p.m. to 5 p.m.—Calling back on 
w washer users to see that the 
achine is satisfactory and that the 
ystomer is happy, and use this op- 
prtunity to secure at least three 
ospects from the user. 


7 p.m. to ?—Call back to get con- 
acts if you failed to do so at the 
rning demonstration. 

When salesmen are allotted floor 
me, they should make at least 10 
lephone canvass calls while man- 
g the floor. 


fo. 1—To_ successfully operate the 
above plan a selling crew of 10 
is most satisfactory. Thirty 
demonstrating machines are nec- 
essary. Said machines may be 
used at a very low service cost 
for a period of twelve months, 
and then be sold in a two-day 
sale at a discount of $600.00. 
On a $60,000.00 volume this is a 
very low mark-down for usage; 
and unquestionably, home dem- 
onstrations produce sales. 


‘0. 2—Promote a sales contest each 
quarter, March, June, Sept., and 
December. These are the best 
months. 


io. 3—Use the daily activity card. 


to. 4+-Every sixty days feature a 
two-day sale, giving the public 
an outstanding value for their 
money. This, I call the “fol- 
low-thru” or “mop-up” activity. 
It will “mop-up” the sales left in 
the field by the demonstrating 
crew. 

A. Purchaser who could not 
buy at the time of the demon- 
stration, due to over-taxed 
budget at that particular time. 

B. Purchaser who will not 
buy at regular retail, but who 
waits for bargains after they 
have been sold on an idea. 

C. Purchaser whom com- 
petitors have created into pos- 
sible buyers. 

This affords six outstanding 
bargain sales a year which 
seems to be the proper number, 
not too many and not too few. 
Too many sales at too close in- 
tervals have a tendency to break 
down the ability and morale of 
your sales force, lowers your 
unit sales price and salesmen 
will become too price conscious. 
Too few sales cause you to lose 
business to your competitors. 

0. 5—Consistent advertising is nec- 
essary for a washing machine 


department to function properly. 
Consistent advertising backs the 
force in the field. Consistent 
advertising tends to build pres- 
tige; both for the product and 
institution. Consistent adver- 
tising helps to bring to the con- 
sciousness of many the feasi- 
bility of doing the laundry at 
home. This, of course, helps 
build your market. Consistent 
advertising keeps constantly be- 
fore the impulse market the 
product, its merits, the institu- 
tion, and its service to the pub- 
li.—ADVERTISE CONSIST- 
ENTLY. 


Montana Stabilizes 
Salesmen’s Salaries 


PLAN by which salesmen re- 

ceive an assured salary, at the 
same time being rewarded for extra 
effort in their work, while the dealers 
are also insured against overzealous 
competition, was put into effect by the 
Montana Power Company last June. 
This establishes the principle of fixing 
each salesman’s compensation for a six 
months’ period on the basis of his per- 
formance for the previous half year. 

Fixing a top salary of $300, the va- 
riations permitted each six months 
were based on a possible $25 monthly 
increase, or a maximum $50 decrease, 
according to performance. Each sales- 
man’s record is measured against his 
own previous showing and also against 
the showing of the company’s entire 
sales force. 

Under this plan, for instance, a typi- 
cal top salaried salesman earned $300 
per month for a six months’ period. 
His e.a.r. for the first six months of 
1938, for instance, was $510 per month. 
Dividing his salary by his monthly 
e.a.t. gave 59 cents per month salary 
for every $1 income earned for the 
company. 

Now if another salesman, earning 
$160 per month during the first six 
months of 1938 qualified with an e.a.r. 
of $2,246 for the six months, this, with 
the 59 cents factor, would be equiva- 
lent to a $221 monthly salary. He 
was entitled to a maximum increase 
and his salary for the second half of 
the year became $185. Another sales- 
man, who had previously earned $300 
per month, showed an e.a.r. which 
corresponded to a monthly salary of 
but $212. He received the maximum 
decrease and thereafter for six months 
received $250. 

This compensation plan, which was 
developed largely by I. L. Comstock, 
assistant to the vice-president, is said 
to be entirely popular with the sales- 
men themselves. 
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12,000,000 


Vacuum Cleaner 
Owners Will Demand Its 


NO FUSS 
NO MUSS 
NO DUST 


Performance! 


There isn't an electrical appliance 
dealer who won't “Profit” from 
this new big buying market which 
Zip-a-Bag makes possible. 


ZIP-A-BAG 
Opens and 
Closes 
in a Jiffy! 


DEALERS! You'l/ be interested in our 
sales, merchandise and profit plan. Write 
for our complete dealer proposition. It will 
tell you how you can profit by featuring 
the one and only Zip-a-Bag. 

JOBBERS! There are choice territories 
available for responsible jobbers. Write 
for our interesting jobbing proposition. 


PROFIT 
ITEM! 


ZIP-A-BAG 
Empties without 
Being Detached 
from Vacuum 
Cleaner. Once 
Attached Never 
Removed! 


\ 


THERE’S NOTHING LIKE 
ZIP-A-BAG ON THE MARKET 
It Has No Competition! 


Zip-a-Bag will take the sale of vacuum 
cleaner bags out of the doldrums and 
put it in the quick turn-over class be- 
cause its exclusive features and operat- 
ing convenience will appeal to every 
vacuum cleaner owner. 

Zip-a-Bag will be backed by national and 
dealer advertising. Dealers will be fur- 
nished with sales pelling 

leaflets and displays. 

Zip-a-Bag is made in all styles to fit all 
popular makes of vacuum cleaners. It 
comes complete with correct fittings. 
Zip-a-Bag is made in fine Twills and 
Moleskins in a variety of popular colors. 
Zip-a-Bag is attractively packed and 
wrapped in cellophane for greater con- 
sumer appeal and selling convenience. 
Zip-a-Bag's competitive list prices and 
low net cost will enable the dealer to 
make a handsome profit on every sale. 


ZIP-A-BAG CORPORATION 


35 EAST 20th STREET 


NEW YORK CITY 


PAGE 89 


- ew 
— e 
‘ ) NEW | 
J | | 
jy 
\ 
RS 
CLEATS 
NV 
cor ALL \ 
| 
| 
| 4 
| 
; | 
| 
| | 
| 
| | 
| | | 


SEARCHLIGHT 
S a T | O N "OPPORTUNITIES" 


WHERE TO BUY 


Parts, Services & Accessories 


UNDISPLAYED RATE: 


$1.00 per line per insertion. Minimum 


SALES EMPLOYMENT 
BUSINESS—MERCHANDISE 


DISPLAYED RATE: 


charge $4.00. (First line in small black $11.00 per inch per invertion Contract 
face type.) Fractions of a line count rate on request. (An advertising inch is 
as a line. Discount of 10% if full pay- measured vertically %” on one column. 
ment is made in advance for 4 con- There are 4 columns—48 inches to a RATE: 1S CENTS A WORD, UNDISPLAYED. SEE LAST ISSUE FOR DETAILS 


~ 


secutive insertions of undisplayed ads. 


page.) 


at 


Handle your refrigerators, ranges, 


holstered trucks. The only truck with 


ORANGEVILLE MFG. CO. 


patented quick change ratchet nose. 
tadios, kitchen cabinets with Completely rubber upholstered through- 
ORANGEVILLE fully rubber up- out. Made in convenient sizes. Write 
for details and prices. 


(Columbia Co.) PENNA. 
Manufacturers complete Vine of Floor Trucks 


GUARD 
PROFITS 
with 
SAFE 
HANDLING 


ORANGEVILLE | 


ORANGE VILLE)) 


SALESMEN WANTED 


To sell large line of Major Appliances, including 
washing machines, vacuum cleaners, gas stoves, 
modern pianos, spinets, baby grands. Factories 
established many years. Must be experienced and 
have trade contacts in territories traveled. Excel- 
lent opportunity for right parties. Give references 
and full information in first letter to secure inter- 
view or reply. 
SW-534, Electrical 
230 West 42nd St.. New York City 


SELLING 
OPPORTUNITIES 
OFFERED—WANTED 


Belling Agencies—Sales Executives 
lesmen—Additional Lines 


PHANDLING of onakes 
» REFRIGERATORS 
R ANG Mo. 102 BALANCE TRUCK 


“te Lifts and 
Carries the Loed’ 


Com X-75 


Ne. 5 PADDED COVERS 
for Ret rgerators and Ranges 


Protectsom for the of cabinew 


Write today for special literature data and 
prices. Teil us your individual needs. 


Write TODAY for brand new 68-paoge 
illustrated catalog of vacuum cleaner 
ports. All makes 


Ae-Mew Co. 


9591-9593 GRAND RIVER AvE 


DETROIT, MICHIGAN, U.S.A 
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PADS, COVERS AND BAGS 


All Types 
Electric mangle pads and covers. Washing 
machine covers, electric heating pads, vac- 
uum cleaner bags—all types Ohio Textile 
Specialty Co., W. 54 Street, Cleveland, Ohio. 
NEW ADVERTISEMENTS 
Copy must be received by the 3ist of the 
month to appear in the issue out the follow- 
ing month 
1929 CELEBRATE + 1939 
WITH US 


OUR 10th ANNIVERSARY 


Write for Our 8-Page Bulletin of 50 
Grand Values on vacuum cleaner, wash- 
ing machine, iron replacement parts and 
other electrical appliances. 

Quality Best Money Can Buy. A useful 
6-inch ruler FREE with each bulletin. 


1929 610 years of successful merchandising 1939 


Midwest Appliance Parts Co. 


Manufacturers-Factory Representatives 
and Distributors 


2722 W. Division St. Chicago. I. 


“What Can It 
Do For Me?” 


Advertising that is read with 
this thought in mind, may pro- 
vide the solution to a problem 
that has kept you awake 
nights for weeks. 
Remember, back of the sig- 
nature of every Electrical 
Merchandising advertiser is 
another organization, whose 
members have thought long 
and hard about your business 
in the course of introducing 
and applying their products 
or services to your industry. 
If their offerings can improve the 
quality of your company’s product 
+ ++ Of save your company’s money 
+ + « they can contribute to your 
company’s income. 

We all know, “It pays to advertise.” 
It pays just as big to investigate 
what is advertised! 

Each month, Electrical Merchandising 
advertisers, old and new, invite you 
and 30,000 other readers to investi- 


gate further the advantages they can 
provide. 


ADVIC TTORNEY 
FREE PATENT 


. . records searched 
for ANY invention or Trade Mark 


Over 30,000 Other Readers of 
Electrical Merchandising 


are associated with the merchandising of 
electrical appliances. Their interest covers 
every phase of this business ranging from 
management, sales or servicing employ- 
ment to investment opportunities associated 
with the establishing of new businesses, 
partnerships, products, etc. If you have an 
employment or business opportunity to offer 
these men you can do so effectively and at 
small cost through advertising in the 


Searchlight Section 


ELECTRICAL MERCHANDISING 


OPPORTUNITIES OFFERED 


MANUFACTURERS AGE NTS WANTED 
territories. Energetic organizations 
ing Wholesale, Public Utility, Departr 
store trade, to handle live line Lands 
and Garden Lighting Equipment. In reply 
give all essential information RW 
Electrical Merchandising, 520 N. Michig 
Ave., Chicago, I). 


DIRECT 


FACTORY RE PRES SENTATI 

wanted on liberal commission basis t 

ganize territory for sale of old establish 
high grade line of home laundry equip 

through department stores and dealers 
Oklahoma and Texas. RW-536, Ele 


Merchandising, 520 N. Michigan 
cago, Til. 


OPPORTUNITY WANTED 


IMPRESSIVE SALES RECORD | inclu 

twenty years successful experience s¢ 
merchandising and directing maijc« 
pliances; splendid references; excellent 1 4 
ground; 43 years old; Married: SA-537. Elk 
trical Merchandising, 330 W. 42nd St., Ne 
York, N. Y. 


FOR SALE 


Rebuilt Vacuum Cleaners 
Rebuilt like new, with new bag, cord 
wheels, brushes, complete motor overhav 
exceptionally low prices. Handel Vacuu 
Co., 1036 Broadway, Brook 
yn 4 


Dayton Rubber Mfg. Co., V-Belt 


Delco Appliance Div., General 
Motors Sales Corp 88 
Delco - Frigidaire Conditioning 
Div., General Motors Sales 
Diehl Mfg. 
Driver Co., B. 
Pont de Nemours & Co., 
Edison General Elec. Appliance 


Evanoil Div., Evans Products Co. 21 
Frigidaire Div., General Motors 
Sales Corp. cn” 
Gale Products. 
Geier Co., P. A. 
General Electric Co. 


INDEX TO ADVERTISERS 
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LETTERS 


THE EVILS OF PRICE CUTTING 


To the Editor: 

For the past four years major appli- 
ances have been sold at ridiculously 
ow prices without justification. What 
has been done, if anything, to cor- 
rect this condition. 

Are the manufacturers so overloaded 
ys to force the buying public into a 
buyers market, or is it the internal 
competition of superfluous franchises. 

There definitely is a cause, be the 
jistributor or manufacturer blind to 
its tolerance. A little foresight by 
either could have averted inevitable 
jisaster in 1940, 

Here’s why. Good salesmen, the 
few now remaining in the picture are 
fastly foresaking the business for more 
lucrative fields of endeavor. Dealers, 
themselves cannot carry on indefinitely 
at a loss, and must likewise ultimately 
throw up their hands and display the 
red flag. This means new dealerships 
will be sought, and prospects, the type 
worthy of reputable merchandise will 
already have acquired employment 
elsewhere. 

What still exists, the small furni- 
ture man, second hand dealer or peanut 
vendor where credits are bad will be 
the favored sons, left with a mer- 
chandising responsibility of which 
they have no knowledge. 

Perhaps the manufacturers are 
freezing out the dealers so that they 
themselves can establish a retail setup, 
in which event you can rest assured, 
prices would be regulated. Hope the 
writer lives long enough to see this 
setup, just to see how the shoe pinches 
their tender feet, and how long their 
retail men work for $3.00 and $4.00 
commission on a $200.00 sale. 

Then we ponder for a moment and 
wonder about the nation’s poll of un- 
employment, or perhaps the relief sit- 
uation or beyond that. Unemploy- 
ment compensation. You can’t blame 
any individual unable to earn with 
diligent effort $15.00 weekly for re- 
sorting to the pitiful plight of relief 
through anyone of the above sources. 
Right here is where Uncle Sam should 
step in and make mandatory salaries 
for the heretofore commission sales- 
men. 

Here is the cure: 

1. Manufacturers reduce the selling 
price of major appliances to maintain 
a satisfactory volume. 

2. Reduce your dealers discounts, at 
least temporarily, to enforce list price 
selling. 

3. Encourage fewer dealerships to 
discourage over-the-counter transac- 
tions at less than list. 

4. Appoint District Managers with 
authority to disfranchise unscrupulous 
dealers. 

5. Organize your specialty sales 
setups under scrutinizing supervision 
and factory training, to sell, rather 
than peddle all reputable lines of re- 
frigerators, washers, etc. 

This way you will bring business 
back to a profitable era as in the days 
of 1922-1929. 

The writer with an appliance selling 
background of over 20 years operated 
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a successful Washing machine busi- 
ness for one of the Big Three, with a 
500-600 unit volume annually in a city 


with a population of 140,000, where | 
today with a multiple dealer setup in- | 


volving 10 dealers, less than half this 
volume is reconciled. 

Once again the manufacturer has 
erred. Is it any wonder they write off 
losses year after year, when they 
themselves are to blame. 

Obviously for the manufacturer to 
make money, (if his product has ac- 
ceptance) the Distributor, Dealer and 
retail salesman in order, must make 
money. So after all who has the 
profits? Back in the pockets of the 
chiseling pricecutter. 

Volume at a profit to all again re- 
verts to manpower, the only nucleus to 
a better standard of living to all affi- 
liated with the Appliance Industry. 

Ernest LANE, 
Paterson, N. J. 


“IN HOT WATER" 


When Mr. Jones got up to shave 
He never had hot water, 

Someone else had used it up 
His wife or else his daughter. 


Now water cold and tender skin 
Don’t team up well for shaving, 
No wonder then that Jones comes 
down 
To breakfast fairly raving. 


He vents his wrath on his whole clan 
From Mom to Tiny Tim, 

Until he has them one and all 
Half scared to death of him. 


Things went on from bad to worse— 
One thing led to another, 

’Til Mom packed up and took the kids 
And hurried home to Mother. 


To Jones this was a sad, sad blow 
With but one redeeming feature— 
That now his morning shaving 

thoughts 
Would do credit to a preacher. 


He’d never stopped to analyze 
The source of all his trouble, 
*Til one fine morn it dawned on him 
And burst just like a bubble. 


He chanced to pick a pamphlet up 
—Left by the meter reader 

Which gave the facts and figures on 
The electric water heater. 


He had the thing installed that day, 
And sly as any elf 

He tested out their claims that night 
And took six baths himself. 

Well, Mom came home and brought 


the kids 
Their house now rings with laugh- 
ter, 
—This may sound trite, but ne’erthe- 
less 


They lived happily ever after. 


Paut G. SMITH 


Central Ohio Light & Power Co. 


Findlay, Ohio 


1939 


OMPETITION is forcing all 

classes of retail establish- 
ments, offices, banks, etc., into 
air conditioning. The public is 
demanding comfort and alert re- 
tailers know it. Now is the time to 
take advantage of this great, grow- 
ing market—sell the Curtis Store 
and Office Cooler. 


Check These Features 


./ A complete air conditioning 
system in one compact unit. 

Mechanically cools, dehumidi- 
fies, circulates and filters. 

</ Can be delivered and put in 
operation same day. Entirely 
self-contained. 

V No drafts, adjustable grilles. 


V Requires only 5'/ sq. ft. of floor 
space. 

./ Completely built and tested at 
factory assuring quiet, depend- 
able operation. 

\/ Designed for long life, low oper- 
ating cost, complete satisfaction. 

Adaptable for heating, if desired. 


It will pay you to get all the facts on this latest 
addition to the complete Curtis line. Your 
market is ready — here's the product that sells 
it. Wire or write today. 


CURTIS 


REFRIGERATION 


CONDITIONING 
one COMMERCIAL 


“Builders, of 
Curtis Refrigerating Machine Company 


Division of Curtis Manufacturing Co. 


1975 Kienlen Ave. St. Louis, Mo. 


Yes—back Safe-flex because Safe- 
flex outsold all other 10” fans 
combined during 1938 ... and we 
can prove this too! 


For 1939 the Samson Safe-flex line 
of 15 wanted models gives you 
striking new features that make 
sales easier, quicker. 


FOR EXAMPLE, SMART NEW 
BRIGHT-CHROME NOSEPIECE 
is just one of the many sensational 
improvements in design and con- 


struction that puts the rubber- 
bladed Safe-flex ‘way ahead of 
competition. 


More and more customers will 
demand the safety, the silence, the 
big breeze — power of Safe-flex — 
the fan with fexible rubber blades. 
Play the winner! 


Rochester, N. Y., U. S. A. 


Copyright 1939 


SAMSON UNITED CORPORATION 
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IT atch the 
omen’s Magazines 


Every month the nati.nal women’s magazines carry articles 
on some phase of home electrification, lighting, wiring and 
appliances. These articles are expertly written and illustrated 
attractively. Women in your community are reading them and 
smart merchandisers are putting them to work—in their win- 
dows, in their stores and in letters to their prospects. 

To help you keep informed, Electrical Merchandising intends 
to report each month the articles which will appear in the suc- 
ceeding month’s issues of the leading women’s magazines. 
Thus, in the May issues of the magazines, there will be the 


following material: 


McCall’s Magazine 


“The Lady’s Smart” is the title of 
Kathleen Robertson's article in May 
McCall’s in which she discusses the 
advantages of the electric range. Range 
salesmen will find in this beautifully 
illustrated article good talking points 
on the various parts of the 1939 range 
—the oven, broiler and surface burn- 
ers—as well as some very tempting 
recipes. 

In “It’s Fun To Work Here” Mary 
Davis Gillies describes another one of 
her colorful kitchens where a complete 
modern laundry—washer, ironer, laun- 
dry trays, clothes chute and water 
heater—is concealed behind the cup- 
boards back of the breakfast table. 
Kitchen planners will find in this ar- 
ticle some good ideas for the first- 
floor laundry which is becoming so 
popular. 


Good Housekeeping 


“Going Places With Your Electric 
Range” is the interest provoking title 
of Good Housekeeping Institute’s lead- 
ing appliance article in the May issue 
of Good Housekeeping. Besides de- 
scribing the important features and 
improvements in 1939 models of elec- 
tric ranges (good buying information 
for consumers) it also gives much 
practical and useful information on 
getting the best use from top stove and 
oven, to help the owner of an electric 
range enjoy fully the advantages it 
offers her. Dealers will find many talk- 
ing points in this article. The menus 
and tested recipes included could also 
be used by dealers for giving convinc- 
ing cooking demonstrations. 


Woman’s Home Companion 


In the May issue of the Companion 
Ada Bessie Swann describes the sec- 
ond kitchen which she designed for the 
New York World’s Fair Town of To- 
morrow. This is a roomy kitchen with 
sufficient space for a supper table, sug- 
gested by one of her Reader Editors, 
where the growing girls in the family 
can have the boys in on Sunday night 
to help in the preparation of Sunday 
night’s supper. There are some excel- 
lent suggestions in this article for the 
arrangement of the 3 kitchen centers. 

The same issue contains an article 
entitled “Cotton Can Take It,” the 
first of a series of articles by Gertrude 
L. Smith of the Home Service Center, 
on the care of fabrics. A natural tie-in 
with National Cotton Week, May 22- 
27. Laundry experts take notice. 


Ladies Home Journal 


Grace L. Pennock, household editor 
of the Journal, in her Housekeeper’s 
Notebook for May, makes some very 
practical suggestions for storing vari- 
ous electrical appliances including the 
washing machine, water heater and 
electric mixer. She also describes 
and illustrates a very handy cabinet to 
be used over the range where pots and 
pans are hung on individual hooks. 

All-electric kitchen enthusiasts will 
also want to study the blueprint illus- 
tration in the same issue of the one- 
story house planned by a woman 
architect entitled “A Place For Every- 
thing In Place” which emphasizes suf- 
ficient storage and closet space. The 
kitchen and first-floor laundry plans 
are particularly interesting. 


“SIT DOWN, PA—THAT’'S THE TOASTER RINGING” 
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The Merchandising Month 8y L. 


Refrigerator Trade-Ins By Laurence Wray..... 


Philadelphia dealers are avoiding losses on refrigerator trade-ins by 
a a of trade-in values and a central re-conditioning plant for 
use xes 


Refrigerators to Lower Income Families 
By Tom Blackburn. . 


In Atlanta, the Georgia Power Company have found a lot of ways to 
sell the family with a small income—they have so many of them 


Barnum & Bailey Ideas for Your Shows and Fairs.... 


A pictorial sequence which gives you some ideas to adopt and avoid 
when getting ready for that country fair or exhibit 


The Electrical Story at Treasure Island ................ 
Getting Over Into 


Our reporter visited the General Electric show at Philadelphia and 
at New York to see how dealers got in the groove 


An Electric Store Can Be Like This ...................... 


It took a Salinas, Cal. dealer to really design a good appliance store 


Compensation for Salesmen £. H. Abernathy........... 


Magic City Appliance in Birmingham, Ala. has found a lot of the 
answers to the problem of sal 's pensation. Here they are 


The Courtship of the Range Customer ................ 


It takes a home service department to get prospects interested in 
~— cookery, according to the experience of the Wisconsin Power 
& Light 


Get Into the "Classified" Phone Book.................. 


cee way to avoid overlooking those sales which might land else- 
where 


You Might As Well Give it Away....................... 
Grabe Electric in Tucson find a new use for out-of-date appliances 


The Essentials of Selling 8 G. £. 
a |5-word sales training course outlined by our expert on the subject 


When You Sell a New Customer........................ 


The Palace in Spokane say that's just the beginning—60 per cent of 
their business comes from follow-ups 


Talk the Customer's 
An L & H expert gives you some advice about range selling 


A Kitchen Modernizing Approach....................... 


. .. Sold dishwashers and complete kitchens for Stuefer, Milwaukee 


News, Products, Plans, People ........................... 
New Merchandise By A. A. Noone. eee 
She Sells Refrigerators—and Likes It ................... 
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